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Imagination unhampered by tradition, 


ideas bold, original, and exclusive. 
ill founded on 35 years of experience. 





Call in Felton. 
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TREAT 


... you hit on a bright idea 
each time you use 
PARAKEET® CERTIFIED COLORS. 
Give your products that 
extra “eye-appeal” that 
builds sales. Absolute 
accuracy, better-than- 
natural brilliance, undevi- 
ating purity are yours in 
every case with PARAKEET 
CERTIFIED COLORS. 

























































































SUBSIDIARY OF STERLING DRUG INC. 


Sterwin Chemicals Inc. E> 


LP vOUR EY 
1450 BROADWAY, NEW YORK 18, N.Y. re 
2020 Greenwood Avenue, Evanston, ILL. STERWIN 
BRANCH OFFICES: Atlanta « Buffalo « Dallas « Evanston (ill.) « Kansas City (Mo.) * 
Los Angeles * Minneapolis * Portland (Ore.) ¢ St. Louise WAREHOUSES IN PRINCIPAL CITIES 


WORLD'S LARGEST SUPPLIERS OF VAN ‘ 
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WEAR-EVER FEATURES 


HANDLING 


EVERY WNEET 


We've “squared away” the conventional round container, 
to give you }4 more carrying and storing capacity, in com- 
parable over-all size. Think what this can mean to you in 
faster handling, fewer refills, greater utility. 

Quality’s the same, of course, as in all Wear-Ever Alu- 
minum food handling items. Extra hard-wrought dent and 
scratch resistant alloy. Seamless construction. Smoothly 


WEAR-EVER 
ALUMINUM 
UTENSILS 


WEAR-EVER ALUMINUM, INC, 
WEAR-EVER BLDG., NEW KENSINGTON, PENNSYLVANIA 


cages, 


in this new rectangular, mobile under-counter type 


HINGED COVER 


»NAP-BACK HANDLE 


CAT NO CAPACITY 


OVER-ALL HEIGHT 





OUTSIDE DIMENSION 


rounded, easy-to-clean inside corners. Sanitary flared rim4; 


Naturally, we’ve designed this new container for a per- 
fect fit under your standard cook’s and baker’s work tables 
—same as the round type. 

Like to see a sample? Pick up the phone and ask your 
Wear-Ever man to wheel one over. Or send coupon for full 
details on our complete food handling line. 

Ask us about our special equipment to your specifications: 


eeeeeeeeeeeeeeeeeeeeeeeeeeeseeeeeeet? 
Wear-Ever Aluminum, Inc. 
305 Wear-Ever Bldg., New Kensington, Pa. 


Gentiemen: I'd like to know more about your new rectangular under- 
counter bin. 


(J Send me your catalog. [] Have your representative see me. 


Teas... ea ee 

Fill in, clip to your letterhead and mail today. 
NEW ITEM! Wear-Ever’s new Metal Scouring 
Cloth. Won't scratch, won't mar, far outlasts ordinary 
scouring cloths. At your dealer's. 
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Mullane Taffy Co. sold 


A husband and wife radio team from WSAI Cin- 
cinnati has purchased the 111 year old Mullane 
Taffy Company of that city. The couple, George 
and Marilu Case have moved the company to larg- 
er quarters in suburban Norwood. The Case’s are 
also associated with K C Distributors of Cincinnati, 
a rack operation serving the tri-state area out of 
Cincinnati. 






















aebler VP at Stevens 


Edward F. Gaebler has been 
named vice president (adminis- 
trative) of Stevens Candy Kitch- 
ens, Inc. Mr. Gaebler, who 
joined the company in April 
1959 after extensive candy pro- 
duction experience in retail and 
wholesale operations, will be re- 
sponsible for production, receiving, shipping, pur- 
hasing, quality control and plant maintenance. 





Dairy Maid buys Shrivers 


The Dairy Maid Confectionery Company, Phil- 
radelphia, has taken over Shrivers of 9th and Board- 
walk, Ocean City, New Jersey, a top resort retail 
"manufacturer of fine seashore candies for over 50 
»years, Mr. Frank Glaser has assumed managership 
pf the establishment. The Glaser brothers have 
)wide retail candy experience in their Dairy Maid 
d James Candy Co. (Atlantic City) stores. 





Philly companies combine 


J. Schwartz & Sons (Victorian Candy Company ) 
has announced that they have organized the Louis 








Segal Candy Company to continue manufacture of 
ed rimjiithe Segal line under the same name. Victor Segal 
r a per-|~ will be associated with the company and the plant 
< tables}. and office will be located at 2042 North 10th 

Street, Philadelphia. 
sk your 
for full ‘ 

French honor American candy 
cations}. A French committee has been organized to pre- 
Peg i sent awards to American products. The Comite du 

¥ Grand Prix American will judge products which 
unde ‘| have been nominated and presentation of awards 
‘) will be made at special receptions in the United 

States. One of the categories to be judged by the 

committee is confectionery products. 


May sales up 2% 

The 2% increase registered in May over May '58 
is the smallest month-to-month increase this year. 
Earlier warm weather this year probably was a 
factor. Weakness in bar and bulk sales offset strong 
gains in packaged goods and specialties. 








Estimated sales Estimated sales 
of current month year to date 


and comparison 
Ma Percent 
1959 change 
Item Ma — 5 monte from 


1959 1959 5 months 
($1,00) 1958 ($1,000) 1958 





Confectionery and competitive choco- 





late products, estimated total ... 73,832 +2 471,323 48 
mee (.XIND OF BUSINESS 

er-wholesalers ....... 60,035 +2 371,641 +8 

M fact SESS 6,418 +14 42,239 +20 





Chocolate manufacturers ........ 7,379 —6 57,443 +5 
TOTAL ESTIMATED SALES OF 
Maat ACTURER-WHOLESALERS 
DIVISION AND STATES 





sear ‘englan RCS 7 
Middle Atlantic ............... 2 
z= op Ss Ey Bee ere 3 
East North Central ....... : 
CMe Oe AA. ccs cee’ 3 
Wee UES pc keisesosedos 1 
West North Central ............ 2 6 
Minn., Kan., S. Dak., and Neb.. 1,236 —I16 8,674 —7 
Iowa and Mo. .............-. 950 —11 4,827 —2 
ee Gea rere 2,893 +13 16,179 + 12 
Md., D. of C. Va., W. Va. 
ee Mee, Oe ©, OM oe tw os 1,130 +27 6,552 +26 
ONE oe, ES SE ere 1,763 +6 9,627 44 
East South Central: 
Ky., Tenn., Ala., and Miss. ... 1,028 +8 6,504 +3 
West — Central: 
ne » Okla., and Tex. ..... 1,339 -—7 11,449 (*) 
Ariz. Colo. Idaho, ... Mex., 
oS" | SR A 717 +22 4,252 +423 
PE ak sinks how bec oie ck Bees Co eed 3,306 —7 19,951 —9 
| ERR LE STE PE ee 2.705 —8 16,126 -—Il11 
WHA: OR TON 5 oss thks 0s ce v's 601 +1 3,825 —l 





1Retailers with two or more outlets. 
2Less than 0.5 percent change. 





First 5 months 
May 1959 Pounds (1,000) Value ($1,000) 
Percent Percent 
change change 


Pounds Value from from 
(1,000) ($1,000) 1959 1958 1959 1958 


TOTAL SALES OF SELECTED 
ESTABLISHMENTS 90,490 34,698 535,194 +2 221,459 +6 
to 


Pato i goods m: 
$1 = or more per > 1,586 1,711 17,993 -—1 21,631 +5 
$0.50 to $0.99 per 6,994 3,800 48,731 +9 27,279 +15 
Less than $0. 50 per per Ib: 17,132 4.443 84.867 +7 22,420 +10 
= oS ee Oe 42,079 16, 4 255,501 = to, +2 


goods 12,248 
Bk a 10¢ specialties 10,451 


Type of product? 








1A selected group of large fact holesal and chocolat 
manufacturers report sales by of product. Lge om reporting 
such detail account for approximately half of the total dollar-sales 
of manufacturers. 

2Includes penny goods 





Data from monthly “Facts for Industry” of the U. S. De- 
partment Commerce. 
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...and profit from the big nationwide 
COLOSSAL CROP 
promotion 
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Heart of the big fall promotion behind 1959's bumper 
Aimond Crop ... this California Almond Growers adver- 
tising will appear in leading women’s magazines which reach 
nearly 10 million families. Big color ads like this one will Bu 
tell women to be on the lookout for almond products and 
















displays in their favorite food stores...and to enjoy more er 

of the candies you make extra good with almonds. mer 

forer 

; ‘ : : ly wi 

Everything you make with almonds will benefit from this fall’s big “Colossal Crop” 5 Shas 
promotion. Plan now to tie-in with special features of almond candies during the event. now 

Arrange to have outlets feature your almond candies, too, especially in pre-holiday weeks. ment 

(The California Almond Growers will soon have some excellent tie-in suggestions and aids assis' 
to help you make the most of the promotion.) Mr. 

Remember, almonds give your candies eye appeal and extra goodness. And there’s never os 


been a better time to use plenty! This year’s colossal crop means that more than ever ' 
before ...adding almonds is a low cost way of adding premium quality! 


Cul 
BLUE DIAMOND <> ALMONDS L 


sales 


California Aimond Growers Exchange: P.O. Box 1768+ Sacramento 8, California man 
Sales Office: 100 Hudson Street, New York 13 ern | 
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» New Farley VP 


Farley Manufacturing Com- 
pany, Skokie, Illinois has an- 
nounced the election of Joseph 
| K. Bernhard to the post of vice 
president of the company. The 
appointment took effect July 1, 
1959. 
















7 Fleer names Asst. SM 


The Frank H. Fleer Corporation, Philadelphia, 
has announced the promotion of Glenn C. Stevens 
_to the position of assistant sales manager. 













Western Conference chairmen 


George Cardinet, Jr., Cardinet Candy Company, 
' general chairman of the 1960 Western Candy Con- 
» ference, has announced the names of the chairmen 
| of the principal committees for the March 9-11 
~ get-together. Program, Neal Diller, White Candy 
Co., reservations, Harold Siner, California Peanut 
Co., suppliers, Willis Simms, Anheuser-Busch, and 
Edward F. Harder, A. A. Brown Company, dinner 
dance, Clarence Kretschmer, American Licorice 
Co., golf, Alex Sarran, Kelley-Clarke Co., ladies’ 
events, Elliott Peterson, Miss Saylor’s Chocolates 
and finance, Reed Robinson, Golden Nugget Sweets. 
The Conference will be held at the Claremont 
Hotel, Berkeley, California. 










) Richardson names asst. SM 


Paul J. Fitzpatrick has been named assistant 
general sales manager of the Thos. D. Richardson 
Co., Philadelphia. In his new post Fitzpatrick will 
contact brokers all over the country and assist in 
sales, advertising and merchandising projects. 





Bunte personnel changes 


Bunte Brothers Chase has made extensive per- 
sonnel changes recently. A. H. Kohlenberg, for- 
merly of E. J. Brach & Sons, has been appointed 
foreman in the starch room. M. L. Higgins, recent- 
ly with Corn Products Company, is foreman of the 
chocolate making and coating department. The 
new foreman of the company’s sanitation depart- 
ment is R. Stewart. R. G. Attwood has been named 
assistant manager of the engineering department. 
Mr. B. Parrish, formerly with Stokely Van Camp, 
is the new I.B.M. supervisor and R. Thomson has 
% been named junior accountant. 





Curtiss promotes sales execs 


Lloyd B. Sheetz has been appointed director of 
sales of Curtiss Candy Company and James Free- 
man and Robert Carmichael are, respectively, east- 
ern sales manager and western sales manager. 
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Merckens Chocolate sold 


Merckens Chocolate Company has been pur- 
chased by Consolidated Foods Corporation, Chi- 
cago. Consolidated is a large, diversified processor 
and distributor of grocery products. 

Merckens has been absorbed as a new division 
of the company, with August Merckens remaining 
as president. Merckens, founded by the Merckens 
family in 1921, has been almost exclusively a sup- 
plier of coatings and other bulk chocolate prod- 
ucts to manufacturers. The company has as yet 
no plans to introduce a wider range of consumer 
products to the line. 


PMCA officers 


The Pennsylvania Manufacturing Confectioners’ 
Association elected the following officers at their 
48th annual meeting at Galen Hall recently: Clay- 
ton A. Minter, Jr., president; Robert F. Baker, 
first vice president; John Woodward, second vice 
president; Walter Zittle, third vice president; Rob- 
ert F. Keppel, treasurer; Alex McGlinchy, secre- 
tary. The executive committee of the association 
consists of E. W. Meyers, chairman, Richard M. 
Stark, Clarence G. Bortzfield, I. Harry Goldenberg, 
Otto J. Glaser, Charles $. Grube and William R. 
Shunk. 








New Brach promotion 


E. J. Brach is offering consumers a Paul Revere 
silver-plated dessert bowl at half its retail value 
as part of their new “candy for dessert” promotion. 
Three 1-1/2 page full color snreads will be car- 
ried in Life magazine and a full color page will 
be run in a list of 60 newspapers from coast to 
coast. 





Bulk raw sugar predictions 


B. W. Dyer & Company, sugar economists and 
brokers, have predicted that more than 50% of 
the raw sugar imported into Northeastern ports 
will be bulk rather than in bags in 1960. The 
current estimate is 45%. The completion of the bulk 
raw sugar handling equipment of Refined Syrups 
and Sugars Plant in Yonkers, New York is expected 
to tip the scales in favor of bulk raw sugar early 
next year. 





Franklin Novelty sold 


Milko Products, Inc., Chicago has purchased the 
Franklin Novelty Company, New York, manufac- 
turers of marshmallow candy specialties. 


New NCA member 


Victor Bonomo, chairman of the board of the 
NCA, has announced that Laura Secord Candy 
Shops Limited of Toronto, Canada, has been ac- 
cepted as an active member of the Association. 
Secord’s candies are sold in Ontario, Saskatchewan, 
Quebec, Manitoba, and Alberta. 
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Whether it’s quality or flavor, we aim to please everytime. So if your y 
target is increased sales volume, plus an enviable reputation, rely on 
our high standards of quality, our careful, unhurried methods of 
making chocolate products. Don’t mark time any longer... 


See Your Man from... 


BLUMENTHAL BROS. CHOCOLATE CO. 
MARGARET AND JAMES STS., PHILADELPHIA 37, PA. 
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Nestlé’s .. . Peter’s .. . Runkel’s 
chocolate liquors and coatings are backed = 
by Nestlé’s famed “Quality Control”=""/// 
from selected cocoa beans to final 


delivery. Leading bakers depend on Nestlé. 











a ; ) -PETER'S* RUNKEL'S. NESTLEs 
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‘ 





THE NESTLE COMPANY, INC. 


WHITE PLAINS, N.Y. 








How to 
AUTOMATICALLY PRECOOK AND COOK 
WHEN USING LIQUID SUGAR 
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Here is a production-proven installation incorporating continuous and automatic flow from raw mate- 
rials (liquid sugar, corn syrup) to finished cook WITHOUT ANY LABOR, as only offered you by 
the Hansella 144 Precooker working with the HANSELLA Robot Cooker. 











HANSELLA MACHINERY CORPORATION 


PALISADES PARK. NEW JERSEY 
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the Manufacturing Confectioner 


with International Confectioner 
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| new candy extruder 


A candy extruder has been developed that operates on a new 
principle, with the candy being pushed rather than squeezed. A 
talk at the PMCA Production Conference........ Claude J. Covert 21 


ontinuous production of gum arabic candies 


This article on the Pine Brothers manufacturing operation describes 
the first continuous process for the manufacture of gum arabic 
I 255 on a tk aeeae ) < 0-0 Se Rea eRe Stanley E. Allured 22 


lew faces for old favorites 


With the astute use of motivational research, Brown & Haley re- 
designed their packages so that they have greatly increased custom- 
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Whe sweet 
aud 
the sour 


\ e have a few copies of re- 


prints of the original series of arti- 
cles on the use of invertase in the 
manufacture of creams. These were 
written by Dr. H. S. Paine of the 
Carbohydrate Laboratory of the Bu- 
reau of Chemistry in Washington, 
and published in The MANUFAC- 
TURING CONFECTIONER during 
1924, 

This series gives a thorough study’ 
to the nature of fondant, its formu- 
lation, processing methods and phys- 
ical and chemical characteristics. 
While this was written 35 years ago, 
it is amazing how thorough the re- 
search work was, and _ how little 
would have to be added to bring 
the material up to date. It remains 
a standard work on fondant and the 
use of invertase, and there are mighty 
few candymakers who would not ben- 
efit from studying it. 

We will send a copy free of 
charge to the first few who request 
one. 


SEA 


e have certainly seen our fill 


of grand plans to put the candy in- 
dustry on the road to Utopia. It is 
seldom that a year goes past without 
some such grand plan being advanced. 
This year there was not one, but two. 
The first by Joseph Kolodny original- 
ly at his convention and later at the 
NCA convention. At the NCA con- 
vention Whit Hobbs of BBD&O gave 





a typical grandiose scheme, based on 
heavy publicity and advertising, etc. 

Now we are not ones to pass judg- 
ment on great plans for the better- 
ment of the industry, and are gen- 
erally happy to see them advanced, 
always with the hope, faint though 
it is, that perhaps one will strike the 
fancy of the industry generally and 
get seriously tried. 

But there is the catch in all of 
them, they just do not get tried. It 
seems quite possible that if any of the 
great plans of the last few years were 
seriously backed by a united indus- 
try any one of them would have 
skyrocketed the industry’s sales. 


What we need then is not a great 
plan that will work, for we have cer: 
tainly seen enough of them, but one 
that will be tried. One that will be 
enthusiastically supported by a large 
percentage of the industry. 

Another aspect of this problem was 
voiced by a cynic at the time of the 
great Carl Byoir plan some years ago. 
After the words were said and the 
plan killed in due course, his com- 
ment was; “there is nothing wrong 
with the candy industry that a new 
generation can’t cure.” For better or 
worse, that is where the industry 
still stands. 

SEA 
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ARE YOU 
REALLY GETTINGE © 
PACKAGING | 
ECONOMY ? 


BY ROBERT H. GILJOHANN 
Market Development Department, 
American Viscose Carporation 
Film Division 
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Most candy 
manufacturers 
realize their total 
packaging cost 
must be mea- 
sured in terms of 
the sales appea 
and protection a 
cee het al g film 
gives t. 

uct, ikea. tha ‘. 
amount of saleable candy wrapped = 
per dollar spent for film. 


But, they do not always realize how 
much money is lost when poor tw 
wraps, bar wraps, Over-wraps 
bags result from inferior film p ’ 
formance on packaging mechianl 
Some films tug, jam and seal poorly. 
Waste takes a big slice out of profits 
—wasted candy, film, machine time 
and man hours. 


It will pay you to carefully review 
your own packaging operation an¢ 
also look into the total econom P} 
Avisco cellophane offers. Nothin £C 
matches cellophane for smooth, ™ 
trouble-free performance at high | 

speeds because it is rigid, static-free 

and seals quickly and securely. 


Cellophane also has sparkling trans- 
parency that creates greater appe-4 
tite appeal. What’s more, there’s a 
type of Avisco cellophane en 
neered to give any specific can y | 
ideal protection. 


For these reasons cellophane has 
long been the choice of most candy 
manufacturers. 


my It’s ju 
Call your Avisco cellophane re 
peer «a or write to me. We’ te ¢ellophai 
happy to —_ you a copy of the |won’t dr 
ahs sot cello a one > faster an 
ckaging which specifies the types 
Pe pore Dae best suited for various 008 ect 
candy applications. 
handling 


find it’s 





h 


us 









AMERICAN VISCOSE CORPORATION 
FILM DIVISION 
1617 PENNSYLVANIA BLVD. 
PHILADELPHIA 3, PA. 
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» engi- 
candy 


ne has 
candy 
rot It’s just about that easy! For nothing matches the smooth, trouble-free performance of 
le’ll be |ellophane on high-speed packaging machines. First of all, it has crispness, body and rigidity — 
of the |won’t droop or collapse like other films. Second, it’s static-free. Third, it heat seals easier, 
candy /faster and more securely than any other packaging material. But that’s not all. Cellophane 
° ty prints exquisitely. And its true transparency and sparkle create greater sales appeal for any 

product. Remember, too, cellophane seals in freshness and protects products from dust and 
handling. Add all these advantages to the low initial cost of AVISCO cellophane and you'll 
find it’s a bigger dollar value than any other packaging film. We offer a complete service to 
assist you and demonstrate how AVISCO cellophane, plain or printed, will answer your 
requirements better than any other packaging material. Phone or write us for an appoint- 
ment with our representative or a selected cellophane converter specializing in your field. 


AMERICAN VISCOSE CORPORATION, FILM DIVISION, 1617 PENNSYLVANIA BLVD., PHILADELPHIA 3, PA. 
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Picture of a packaging machine operator 


= using AVISCO’ CELLOPHANE 








IT TOPS THEM ALL! 
rrirzscHe's FL ROPICAL FT 


Talk about TOP BANANA~— well, here it is! A luscious new imitation 
banana flavor developed by our laboratories to give your finished goods 

a fuller, richer, more flavorful effect. Observe it in marshmallows, 
fondants and hard candies; also in cake mixes, toppings, ice cream, or in 
puddings and other desserts. You will be delighted with its smoother, more 
natural delicacy —the true-to-type flavor of mellow-ripe banana. 

Try it on our recommendation! 


Write for a FREE test sample of IMITATION TROPICAL 
BANANA FLAVOR No. 28510—today! 











FRITZSCHE BROTHERS, Inc. 


A FIRST NAME IN FLAVORS SINCE 1871 


76 NINTH AVENUE NEW YORK 11, N.Y. 


Branch Offices and *Stocks: Atianta, Ga., Boston, Mass., *Chicago, II|., Cincinnati, Ohio, Greensboro, N. C., 
*Los Angeles, Cal., Philadeiphia, Pa., Sen Francisco, Cal., St. Louis, Mo., Montreal and *Toronto, Canada; 
*Mexico, D. F. and *Buenos Aires, Argentina. Factories. Clifton, N. J. and Buenos Aires, Argentina. 
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Conching 


with the MIKROVAERK Conche 


The “missing link” in chocolate automation 
is now offered you. The MIKROVAERK 
Conche makes it possible to insert the conch- 
ing process in the production flow of mod- 
ern continuous chocolate manufacturing. 
One single passing of the chocolate mass 
through the MIKROVAERK Conche guar- 
antees a high conching grade, keeping the 
valuable aromatic qualities of the mass. By 
the special design of the conche, the choc- 
olate mass is spread in a thin film over a 
number of rapidly rotating discs and sub- 


jected to an intensive air flow extracting the 
aqueous vapour and unwanted compounds. 
This proceedure, combined with a grinding 
effect, gives the conched mass the finest 
quality, flavour and consistency. 
Capacity: 100 to 250 kilos per hour accord- 
ing to consistency of the mass to be conched, 
and grade of conching desired. 


@) MIKROVAER K 4s 


American Branch Office: Mikrovaerk (Canada) Ltd. 90 Advance Rd. 
Teronte 18, Ont., Canada. Telephone: BElmont 1-2259 
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FOODS OILS ARE 
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Coatings made with Durkee’s Paramount give 
your product climate-controlled “buy” appeal 


Specify coatings made with Durkee’s Paramount 
vegetable hard butters to give your products real 
eye appeal...real taste appeal...all year ’round. 

Durkee’s Paramount is available in varying 
degrees of hardness to meet specific require- 
ments of all types of confections...all types of 


Coatings made with Paramount are famous for: 


© Greater Stability © Longer Shelf Life © Year 'Round Top Performance 


| 
© High Gloss Retention © Greater Bloom Resistance 
| 


climatic conditions...to the repeated satisfac- 
tion of your customers. More and more lead- 
ing manufacturers are specifying Paramount. 
Why not let Durkee trained specialists show 
you how Paramount coatings can be used 
to the best advantage in your operation? 


Resenisinerinenssinns 


DURKEE’S PARAMOUNT 


LOUISVILLE, KENTUCKY * CHICAGO, ILLINOIS + BERKELEY, CALIFORNIA *¢ NEW YORK, NEW YORK 
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keep gums and soft centers 
lender and fresh 


Use Rex or 

Globe corn syrups. The 

outstanding moisture retention 

of these two corn syrups prolongs 
freshness and extends shelf life in 
marshmallows, gums, soft center 

fillings. Candy colors hold their 
brightness and appeal longer too— because 
Rex and Globe resist heat and acid color 


changes better than other sweeteners. 


Production is made easier with Rex or Globe 
—a wide range of viscosities is available to 


meet specific pumping and pouring conditions. 


For complete technical details on how Rex or Globe 
can be adapted to your production requirements, 


contact our nearest sales office or write direct. 


aga 800 OBE 


CON Syrups 


Fine products for the Confectionery Industry: CERELOSE® dextrose sugar. 
REX® and GLOBE® corn syrups. BUFFALO® and HUDSON RIVER® starches. 


iS; CORN PRODUCTS SALES COMPANY «© 17 Battery Place, New York 4, N. Y. 
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you! customers g 


‘ candy in sparkling Cellophane 
OE Wh ios oe oe ce. a ng 


How Du Pont advertising helps 





you sell more candy 


Du Pont advertising to consumers reminds millions of shop- 
pers that candy is a quick-energy food . . . and comes to them 
fresh . . . with all its delicious flavor sealed in . . . when it’s 
packaged in cellophane. 


Du Pont advertising to retailers builds recognition of the sell- 
ing power of cellophane-packaged candy . . . helps build 
greater acceptance for your cellophane-packaged products. 


| Full-color reprints of the September 19 POST ad and colorful 
Shelf talkers are available . . . imprinted with your selling 
Message . . . for point-of-sale displays. For the quantity you 
heed, contact your Du Pont Representative. E. I. du Pont 
de Nemours & Co. (Inc.), Film Dept., Wilmington 98, Del. 
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BETTER THINGS FOR BETTER LIVING...THROUGH CHEMISTRY 
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Atlas Self-Measuring Certified Color Cubes are boosting production and profits 
for more and more hard candy manufacturers every year. Exact, consistent, 
dependable, Atlas Cubes give you foolproof quality and cost controls, 

faster, more uniform production. One cube colors a 35 pound batch, one 

pound colors 4500 pounds of hard candy. Prepared for immediate use in green, 
orange, grape, rose pink, chocolate brown, molasses brown, striping red, and yellow. 


Baa 


First producers of certified colors, industry ’s standard for over 100 years. 
HM. KOHNSTAMM & COMPANY, INC. Established 1851 


161 Avenue of the Americas, New York 13 / 11-13 E. Illinois St., Chicago 11 / 2632 E. 54 St., Huntington Park, Calif. 
In Canada—Stuart Bros. Co. Ltd., Montreal, Toronto, Winnipeg & Vancouver. 
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New candy extruder 


\ hen considering extruding and depositing 


there are two basic questions to consider. What is 
the viscosity of the product to be handled? And is 
it plastic or semi-plastic or is it flowing or semi- 
flowing material? 

The new Racine extruder is about ready for 
regular production. This extruder does not depend 
upon rolls for extruding pressure but rather on a 
sliding expeller blade or knife, which applies a 
gentle pressure on a given amount of material. 
This makes it possible to extrude with minimum 
pressure and agitation. This feature also insures 
less surface moisture on the formed centers and 
its attendant danger. Because the sliding expeller 
blade method measures a given amount of fondant 
in each stroke, uniform weights are assured. This 
machine is equipped with a novel twirling wire 
cut-off, which is very efficient, particularly when 
handling very sticky and tacky products, such as 
certain kinds of cream, marshmallow, caramel, etc. 

The Racine extruder is adaptable and practical 
for extruding and forming plastic or semi-plastic 
material, such as cocoanut base products, jelly, 
marmalade, fruit and nut paste, peanut butter, 
marshmallow, cream, etc. with or without nuts, 
fruits, etc. Most shapes and sizes can be formed 
from miniatures to large bars, eggs, etc. 

This extruder is particularly adaptable for ex- 
truding fondant centers on a continuously moving 
belt and directly connected and synchronized to 
the chocolate bottomer and chocolate coating ma- 
chine. 

I would like to mention briefly a novel method 
for the production of chocolate covered candies 
contained in paper cups with centers such as soft 
nougat, marshmallow, caramel, peanut butter or 
butter cream, with or without fruits and nuts. 

The paper cups are of the crinkled or fluted 
type and may be made of glassine, waxed paper 
or any like materials. 

For a completely automatic chocolate paper 
cup unit, the following equipment is required: one 
automatic paper cup racking machine, two choco- 
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late depositors with special nozzles for compressed 
air, one center extruder and approximately 200 
paper cup racks. 

The paper cups are automatically placed in suit- 
able racks evenly spaced and synchronized with 
a chain conveyor which carries them under the 
first chocolate depositor. Each paper cup receives 
a predetermined amount of chocolate, after which 
a series of blower nozzles distribute the chocolate 
around and up the sides of the paper cups, form- 
ing a shell of chocolate. The thickness of the choc- 
olate shell can be controlled by the amount of 
chocolate deposited, and the height of the shell by 
the volume and pressure of the air passing through 
the blower nozzles. As soon as the chocolate shell 
is formed the extruder places the center into the 
chocolate shell, contained in the paper cup. The 
cups are now ready for the final operation and 
are conveyed under the second chocolate deposi- 
tor to cover the centers with a predetermined 
amount of chocolate, after which the racks with 
the filled paper cups passes through a cooling con- 
veyor tunnel, thence to the packing or wrapping 
machines. For semi-automatic operation the racks 
are returned by a suitable conveyor and for full 
automatic high capacity production the racks re- 
main on the chain conveyor and return to the 
paper cup racking machine to begin the cycle 
again. 








The kettles on the left are 
the holding tanks for the 
solution. On the right are 
the slurry kettles with all 
ingredients metered in. 


The back side of the 
panel control board is in the 
background, and the tank 
for volatile flavors and their 
colors is in the foreground. 
In the lower right are the 
proportioning pumps that 
deliver a fixed proportion of 
slurry and flavor into the 
cooker. 
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The bottom cone of the 
continuous cooker is shown 
at the top center of this pic- 
ture. A sight glass is at- 
tached at the bottom, and it 
feeds directly into the mo- 
gul hopper. 


The air blast cleaner is in 
the center of this picture. It 
has proven so efficient that 
all the usual cleaning brush- 
es have been removed from 
the mogul. 
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BY STANLEY E. ALLURED 
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n item that was popular 
many years ago and is seldom seen today is the 
natural gum candy, based on the jelling character- 
istics of gum arabic. 

One reason for the declining popularity of this 
type of candy is the greatly increased variety of 
starches that have been tailor-made for a wide 
variety of uses, and allow a manufacturer to come 
quite close to duplicating the effect of natural 
gums. .snother reason is that the gums, being an 
imported item, have, in the past, tended to vary 
in quality from season to season, and even within 
a shipment. Partly as a result of this inherent vari- 
ability, gum candies have been particularly dif- 
ficult to adapt to continuous production equipment 
and processes. 

One firm that has maintained consistent use of 
gum arabic over many years is the Pine Brothers 
division of Beech-Nut Life Savers, Inc. They are 
today the largest user of this product in the coun- 
try. A real achievement of this firm was the adap- 
tion within the last two years of this product to 
one of the most automatic and continuous cough 
drop manufacturing installations in the world. This 
operation was developed and perfected in the 
firm’s previous factory in Philadelphia by V. P. 
Victor, and was then moved into the factory of 
the parent company, Beech-Nut Life Savers, in 
Port Chester, New York. 

Gum arabic is imported direct from Sudan ac- 
cording to specifications set by the company on 
the crop, the picking and the mesh size. The 
company’s agent in the Sudan must pass on all 
lots before they are purchased. 

The gum is received in 220 pound bags and is 
stored until used. Since all gum used for the year 
is from one crop and is shipped during one short 
gathering period, at least a full year’s supply must 
be stored at the factory. 

On the day it is. to be used the bags are brought 
to a grinding room and passed through the grinder 
and transported by air to storage bins on the floor 
above, directly over the dissolving kettles. Batch- 
es in the dissolving kettles are made up to use 
even bags to avoid measuring the ground gum. 

The basic ingredients go into the dissolving 
kettle through meters and the gum dropped from 
the hopper. This solution is mixed and heated, 
and passed through a centrifuge to remove all 
foreign matter that was present in the gum. From 
the centrifuge the solution is sent to holding tanks. 

Steam heated slurry kettles are used to prepare 

















GD Supermatic 





MODEL 2500 


For high-speed twist wrapping 
of hard form square or 
rectangular shaped candies 


~ 


Double end twist wrap 
400-450 speed range 
per minute. From 320 
to 380 Speed range on 
bunch fold. 





SUPERMATIC PACKAGING CORP 
1460 Chestnut St. Hillside, New Jersey 








the final batch proportions for the continuous cook 
er. The basic ingredients and glycerine are m:xcd 
in the correct proportions with certain of the flav- 
ors and colors. Some of the flavoring materials 
are added in the slurry, both because their volume 


is comparatively high and because they are only — 


slightly volatile. The flavors containing volatile oils 
and corresponding colors are added via a propor- 
tioning pump connected with the slurry pump that 
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This is one of the huge fans in the penthouse of the factory 
which moves the large volume of air required in the dry rooms. 





si ai, 


This is a view of the steaming, drying and g oper 
On the far right is the st , and i diately to the left of it 
is the dryer. From the dryer, the candies enter the inclined screw 
conveyor where they get a light spray of edible polishing oil. The 
action of the conveyor coats each piece thoroughly as they pass 








through. 





Cough drops are first packed on the cartoning machine, which 
sets up the boxes, fills them and closes them. (These machines 
can provide any desired ratio of flavors for the assorted flavor 
packages.) They are then overwrapped and tear taped on cello- 
phane wrapping machines. 


for August 1959 — 25 


feeds the cooker. They are driven together, thereby 
providing a constant proportion of flavor to slurry 
at any machine speed. The flavor is added at the 
bottom of the cooker after the evaporation takes 
place, and the travel through the piping to the 
depositor hopper provides sufficient mixing action 
to fully incorporate the flavor and color into the 
cough drop. 

The cooker is a continuous evaporator, operating 
on the thin turbulent film principle. The slurry 
enters the cooker and is immediately thrown again 
heated walls by swiftly rotating blades which clear 
the walls by about 1/32”. The blades therefore 
do not scrape the wall, but move fast enough to 
agitate the film of product, and prevent it burning 
onto the wall. The film falls along the walls to 
the bottom of the machine and is removed by 
gravity. The cooker is operated at atmospheric 
pressure. The cooker is mounted so that it de- 
livers directly into the mogul. 

The starch drying room is highly automatic in 
operation, holding temperature and humidity to 
very close limits, and circulating a high volume 
of air. The product remains in the room anywhere 
from two to five days. The length of time depends 
somewhat on the flavor but is primarily varied to 
suit the convience of factory schedules. For in- 
stance, candy that would ordinarily be scheduled 
in the dry room for 48 hours might be cast on 
Friday and left in the room over the weekend. In 
this case, the drying operation continues through- 
out the three day period, but at lower tempera- 
tures. Thus, the candy will be dried just the re- 
quired amount by Monday. 

After drying, the cough drops are removed 
from the trays and cleaned of adhering starch by 
an air blast cleaner. This cleaner proved so effi- 
cient that all brushes were removed from the mo- 
gul, eliminating any chance of product contami- 
nation from this source. They then pass through 
a steaming and drying process to clean the candy 
of residual starch. After drying and cooling they 
receive a light coat of edible oil to give the candy 
its characteristic gloss. The oil is added at the 
beginning of an inclined screw elevator and the 
action of the screw gives a slight “panning” action 
coating the pieces uniformly. They are collected 
in tote boxes and transported to the packing de- 
partment. Here they are packed into wax paper 
lined folding cartons. The cartons are overwrapped 
in cellophane with tear tape and checked for 
weight on a high speed automatic machine. 

Twelve cartons are bunched into a display unit 
and two units overwrapped in wax paper. Eight- 
een of these packages are packed into a case, 
sealed, code-dated and are ready for shipment. 





Conventioneers: 
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The old Mountain Bar wrapper is shown 
on the left with the re-designed version on 
the right. Principle concern was the inclusion 
of the new Brown & Haley logotype which 
also appears on other B&H products. 
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The new Almond Roca container shown 
the right is a refreshing change from 
old tin and its “gingerbread” and mi 
Victorian type faces. The same basic pi 
color was retained, but the Brown & Ha 
name featured more generously on the 
vised can. An outer container was equa 
upgraded. 





The one-pound box of assorted Brown ! 
Haley chocolates was the first assortmer! 
package to be re-designed. The new ber 
with the wooden spoon upped sales of the 
particular item so markedly that a larger ber 
soon followed. The border of “Almond Roa 
pink” as well as the standard B&H logo hel 
retain the “family image”. 
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fe oe OTIVATIONAL 


research, the much cussed and discussed technique 
of psychological probing, is playing its proper role 
in the package re-designing program for Brown & 
Haley Candy Company of Tacoma, Washington. 

Now 45 years old, the Pacific Northwest firm 
has embarked on a carefully planned project of 
providing new faces for its old favorites. 

In conjunction with its advertising agency (Mil- 
ler, Mackay, Hoeck & Hartung of Seattle), the 
company decided that three factors should be in- 
volved in establishing the proper course for the 
re-designing program. They were: research, crea- 
tivity and business practicability. 

In order to consider the Brown & Haley pro- 
gram in proper perspective, however, it is neces- 
sary to review briefly the company history to see 
how the need for package upgrading actually 
came about. 

The firm was founded in 1913 when Jonathan 
C. Haley, a successful spice salesman, and Harry 
L. Brown, a skilled candymaker, pooled their tal- 
ents to form the Oriole Candy Company, fore- 
runner of the present organization. 

Together they made and sold fancy chocolates, 
delicious toffees and Mt. Tacoma Bar (now Moun- 
tain Bar), one of the first such packaged confec- 
tions on the market. World War I trainees at 
nearby Camp Lewis ate hundreds of thousands 
of this popular Oriole product. Then in 1923 Al- 
mond Roca (“roca” being Spanish for “rock” ) was 
introduced. 
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=4 New faces for old favorites 


BY ROBERT KAROLEVITZ 


This latter product immediately became the 
company’s top seller, and after the adoption of 
the first hermetically-sealed container in the candy 
industry in 1928, Almond Roca developed into the 
national and international favorite it is today. 

Meanwhile, other assortments of fancy choco- 
lates were added to the Brown & Haley list as 
time, capital, inclination and demand allowed. 
These included “Medley of Sweets,” “Purple & 
Gold Assortment,” “French Creams,” “Mary Ann 
Chocolates” and others. 

All of the packages were given considerable 
artistic attention, since Jonathan Haley had also 
been a designer of Fostoria glassware and was 
therefore a stickler for beauty. Yet, because the 
company grew so rapidly and new products came 
along spasmodically, design became an individual 
package consideration rather than an over-all or 
“family” proposition. As a result B & H discovered 
it was selling dozens of loosely related products 
with virtually no company brand personality in- 
volved. 

With this problem recognized, plans for package 


Fred T. Haley (right), presi- 
dent of Brown & Haley Candy 
Company, discusses Almond 
Roca packaging with his broth- 
er, Dick, who is executive vice- 
president of the 45-year-old 
firm. 














For Maximum 
ptttractiueness 
Use SWEETONE Flossine 





Flossine is the candy mat supreme. . . pure 
white . . . bulky . . . sure to enhance the 
interior appearance of your candy package. 
Embossing, cutting and die cutting to your 
requirements. 


Write “Today for a new folder con- 
taining actual samples of our complete line 
of Sweetone Paper Products for manufac- 
turing confectioners including: 

Glassine 
Waxed Papers 
Wavee Parchment Layer Boards 


Embossed Papers Die Cut Liners 
Candy Box Paddings 


George H. Sweetnam, Inc. 


282-286 Portiand Street, Cambridge, Mass. 


Chocolate Dividers 
Boat & Tray Rolls 


PRODUCTS 





Representatives in Philadelphia, Detroit, 
Baltimore, Chicago, Dallas, 
Los Angeles and Seattle. 












re-designing and a coordinated advertising cam- 
paign were put'‘into action. Because three different 
types of products were involved, the program was 
divided accordingly—but first a research mission 
was undertaken. 

The lack of “family image” was confirmed almost 
from the first interview. It was evident, too, that 
wide varieties of type styles, colors, location and 
size of the company logotype were confusing the 
consumer and making it difficult for B & H to 
capitalize properly on its long-standing reputation 
for quality. 

At the same time, more information was sought 
and obtained about the candy buyer himself. 
Depth studies revealed a number of ideas which 
were deserving of further thought: 

1. Consumers like to relate candy to tradition, 
to personal experiences in the kitchen with home- 
made fudge, taffy, divinity, etc. They want to be- 
lieve that commercial confections receive the same 
kind of individual care and attention. 

2. Candy is most appealing when shown in small 
quantities or individual pieces. (It’s all right to 
eat a few pieces, the consumer subconsciously 
rationalizes, but over-indulgence to tackle a whole 
box. ) 

3. Because of childhood experiences when candy 
was given as a reward or withheld as a punish- 
ment, many adults inwardly feel they need “per- 
mission” to eat candy. Advertising should be 
directed, therefore, towards countering that regres- 
sive complex. 

4. Present-day tensions are eased for many peo- 
ple through the simple medium of candy nibbling. 

5. Many adult consumers—or potential consum- 
ers—need to be convinced that sensory gratifica- 
tion through candy-eating is not “wrong.” The con- 
verse idea is that candy consumption is an 
assertion of personal independence and is entirely 
proper. 

These and other findings became the basis for 
the creative work which followed. Here, then, are 
brief case studies of the three major divisions of 
Brown & Haley products as the new advertising 
and re-packaging program affects them: 


Almond Roca 


During World War II, 75 percent of the Almond 
Roca volume went to servicemen all over the 
world. After the war, with “fans” in all (then) 48 
States, the product blossomed into one of the most 
successful candy items on the market. This condi- 
tion has not changed, so when the company and 
its advertising agency began to consider new ideas 
for the product, they didn’t have the usual problem 
of reversing sagging sales but rather a mission of 
“making a good thing better.” 

The Almond Roca can, while acceptable, was 
bedecked with artistic “gingerbread” and mid-Vic- 
torian type. The regular outer package had a simu- 
lated wood grain finish, decorated with pine cones. 
The type on the can and the type on the box 
were totally unrelated. In fact, the words Almond 
Roca actually appeared in five different type styles. 
You had to search to find the Brown & Haley 
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This is the award-winning outdoor board poster which is al- 
most a direct result of motivational research. The wooden spoon 
symbol, connoting “personal attention” and “homemade good- 
ness”, is being utilized throughout Brown & Haley advertising 
and promotion. 


name. There was no particular improvement for 
special outer packages for Christmas, Valentine’s 
Day and Mother's Day. 

Based on the research findings, agency artists 
then stepped in to rectify the situation. The re- 
sultant box and can were completely harmonious 
with a “gift package” look. In addition, the outer 
package particularly was re-designed for shelf ap- 
peal to spur impulse sales. 

The most dominant feature of the Almond Roca 
container has been a special pink color. This not 
only was retained for Almond Roca packaging, 
but the decision was made to use the same pink 
as part of the “family image” on other products, 
not as forcefully but just enough to create the effect. 

No abrupt changes were made in Almond Roca 
advertising, particularly during the re-designing 
period. Meanwhile, other packaging tests are in 
progress. Almond Roca has always been sold in 
a flat-style 14-oz. can. Presently, a tall 14-0z. can 
and a small 7'%-oz. tin are being tried in a test 
market. Their success or failure will certainly gov- 
ern future advertising considerations. 


Packaged Chocolates 


The wide assortment of packaged chocolates 
manufactured by Brown & Haley offered the great- 
est need for the re-designing program. The results 
of the motivational research helped client and agen- 
cy decide on a two-pronged approach to the 
problem: (1) to use color, type and format to 
establish a “family image” with other B & H prod- 
ucts, and (2) to create a feeling of “per- 
sonal care,” “homemade quality” and “old-fashioned 
goodness” as far as B & H chocolates were con- 
cerned. 

With the research to guide them, artists devised 
a decorative wooden spoon symbol. Three pieces 
of chocolate were added to the illustration (the 
research, remember, cautioned against mass dis- 
play), and a standard Brown & Haley logotype 
was designed. Just enough Almond Roca pink was 
worked into the layout for company identity. 

This became the “new face” for a moderately 
priced pound box which was to serve as a test 
item in the re-designing campaign. To support the 
new package an outdoor board was produced con- 
taining virtually the same art with the addition of 
the copy lines—“Good things happen at Brown & 
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Haley.*” “*Candymakers for a long, long time.” 
(This board, incidentally, became an advertising 
award winner. ) 

An attractive and harmonious display rack was 
added, and the next move was up to the customers. 
They responded by giving Brown & Haley a heal- 
thy increase in sales for the particular item. That 
was enough to warrant preparation of a larger box 
of assorted chocolates which is already on the 
market. 

Plans now call for the gradual re-designing of 
other Brown & Haley packages in keeping with 
the research findings. To avoid waste of current 
stocks of packaging materials, however, the revi- 
sions will be keyed to the depletion of containers 
now on hand. 


Mountain Bar 


Fred T. Haley, now president of the company 
since his father’s death in 1954, likens Mountain 
Bar to “Star Dust” in the song-writing profession. 
While hundreds of competitive bars and scores of 
imitators have come and gone, Mountain Bar con- 
tinues to be a popular “standard.” 

A favorite of American soldiers during two World 
Wars, this leader in Brown & Haley’s bar candy 
line is still a popular item in the West. Like Al- 
mond Roca it has long established its reputation 
for quality, so that a package face-lifting was not 
necessarily critical to its immediate success or 
failure. 

In order to bring Mountain Bar closer to the 
new “family group,” however, it, too, got a new 
wrapper. While the whole artistic treatment was 
upgraded, the prime consideration was the use of 
the new-standard B & H logo. 

Meanwhile, Brown & Haley continues to look 
upon its re-designing effort as a long-range program. 
There is no need for frantic destruction of old 
packages for they, after all, have carried the pio- 
neer company through a good many successful 
years. 

But B & H officials are alert to the changing 
conditions of the candy market, primarily to the 
fierce competition to attract the eye of the con- 
sumer. With the new science of motivational re- 
search serving as a guide, rather than a dictator 
of ideas, the Pacific Northwest firm has progressed 
steadily in its campaign to keep its advertising 
and packaging abreast, if not ahead, of the times. 


Conventioneer: 
John Johnson of Wal- 















































Why Do Most of America’s Leading Jelly Manufacturers 
Use Eclipse’ Thin Boiling Starches? 


Unsurpassed uniform quality, just-right tender- 
ness, exceptional clarity, remarkably smooth tex- 
ture —these are the characteristics consumers want 
most in gums and jellies. 


That’s why leading jelly manufacturers use 
Staley’s Eclipse Thin Boiling Starches. They know 
there’s no surer, more economical way to incor- 
porate these customer-winning qualities in their 
candies, 


They know, too, they can always depend on 
Eclipse to give the same fine results every time. 
Thanks to its high degree of uniformity— they 
can consistently produce jelly candies that are 
never tough—never cloudy—never rubbery —but 
always with the appearance and eating qualities 


that keep customers reaching for their brand again 
and again. 

For the complete story on how Eclipse Thin 
Boiling Starches can improve your starch jellies 
and for information about Staley’s complete line 
of confectioners’ starches, see your Staley Repre- 
sentative or write to: 


A. E. STALEY MFG. CO., DECATUR, ILL. 
Branch Offices: Atlanta * Boston « Chicago « Cleveland + Kansas City 
New York » Philadelphia « San Francisco « St. Louis 








Eclipse 


THIN BOILING STARCHES 
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KEEP CLEAN! 














CHECK ACCURACY REGULARLY! 


The use and 








DON’T DROP LOADS 
ON SCALE! 





DON’T MOVE AROUND! 


maintenance of scales 


“N 

othing is more important to the operator of 
a retail candy store than accurate weighing,” a 
weights and measures inspector recently remarked 
to me. “And, yet, its importance is seldom appre- 
ciated as it is in other retail stores—as in grocery 
supermarkets, for instance.” 

What he said is quite true. Accurate weighing 
is a “must” in any operation, be it the manufactur- 
er who makes candy by the carload or the retailer 
who sells it by the pound. 

Either way, it adds up to the same thing in the 
long run. You're converting raw materials into 
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finished product and then pounds and ounces of 
product into dollars and cents with which you 
pay your bills and make your just profit. 

If anything goes wrong in the weighing process, 
if your scales are faulty, if your help is weighing 


ATR IETRY IEUB RINE AE 05 RA NE IED ELLEE A LEANER A DELILE LEIS. 


Editor's note: This article was prepared by the Scale 
Manufacturers Association at our request. Since 
candy has such a high vaive per pound, even small 
scale errors, over an extended period of time, can 
produce serious losses. 





incorrectly, it means trouble. One of two things 
will be happening. You will either: (1) be giving 
short weight, in which case you are cheating your 
customer, however innocently, a course bound to 
get you into difficulty with eagle-eyed weights 
and measures inspectors, with the possibility of 
bad publicity, or (2) you'll be giving your custom- 
ers overweight. This means you're giving them 
more than they’re paying for. It’s very generous 
of you, of course, but, unfortunately, it does mean 
that you're inadvertently cutting your profits. 


A fraction of an ounce can cost $’s 


In the retail candy business, with costs skyrock- 
eting, and with a product that’s costly per pound 
(so that even an ounce or fraction of an ounce 
of overweight per sale quickly adds up to a size- 
able amount) it doesn’t take much of that sort of 
thing to really hurt. And, you get no credit for 
the giveaway. In fact, your customer doesn’t know 
it, any more than do you. 

Many businesses, such as those glittering, big 
supermarkets mentioned earlier by the weights 
and measures inspector, have been quick to real- 
ize this. You will usually find great stress laid 
upon weighing in such places. The latest and new- 
est in modern weighing equipment, indoctrination 
training for employees who use scales, to be sure 
that they are using them correctly and accurately, 
and frequent, regular tests to make sure that scales 
are really accurate, are common. 

Some retail candy shops, lacking the efficiency 
experts and other specialized personnel often avail- 
able to large operations, have tended to overlook 
the importance to them of accurate weighing. 

What causes weighing mistakes? Why is it that 
the candy retailer can’t simply forget about his 
scales? 

The answer is that the scale, like every other 
piece of equipment in your store, wears out with 
age, becomes unreliable if abused, and requires 
reasonable care, a fact too often overlooked. 

Friction, for example, an arch-enemy of accurate 
weighing, can build up in scales that are not kept 
clean, that have been used too long, or which 
contain rust or corrosion. 

The answer is to keep your scales clean (since 
dirt can literally gum up the works) and dry (since 
moisture can cause corrosion) and treat them with 
reasonable care. A good scale is built to precision 
equalling or exceeding that of your wrist watch. 
Naturally, you shouldn’t bounce loads off the pan 
or abuse them. 


Worn scales weigh light 


Using scales which have been in use too long 
is another cause of trouble. After tens of thousands 
of weighings, over many months and even years, 
for instance, moving parts become dulled and re- 
sist movement. That usually means that not all 
the weight that is placed on the scale pan is shown 
on the dial. In short, you're giving the customer 
more than he’s paying for. 

Perhaps this may not be much. But suppose you 





lose only a nickel a sale due to this inadvertent 
overweight. In the course of a year, that amounts 
to a tidy sum. 

Expensive as it is to give overweight, giving 
short weight may be even more expensive to the 
retail candy store. 

Take an example which happened to a large 
supermarket, but which could plague any kind of 
retail establishment. 

Mr. J. Fred True, head of weights and measures 
in the State of Kansas, once remarked to me that 
the supermarket spent a huge sum fighting con- 
viction of a short weight charge. Fine for the 
offense was only $25. 

Why all the fuss? 

Obviously, the supermarket knew what it was 
doing, for the very next month, Mr. True said, its 
gross receipts dropped 48%! Customers are very 
sensitive about shopping at establishments which 
have a bad reputation about short weight. 


Common causes of scale errors 


The Scale Manufacturers Association recently 
made a survey of leading weights and measures 
officials all over the United States, asking the 
opinion of these experts on what errors are the 
most costly. 

Some of the answers were very revealing: 

From Howard Crawford, city sealer, of Jackson- 
ville, Florida: 

“The most common cause of scale errors here 
is excessively long use of scales after all parts have 
become generally worn beyond reasonable repair.” 

From Allen P. Lutz, city sealer of Poughkeepsie, 
New York: 

“If store owners would stop moving their scales 
from counter to counter they would have fewer 
scale errors.” 

From Delbert Walrath, Chief Sealer, Division of 
Weights and Measures, the State of Montana: 

“Abuse or neglect of scales by users is an impor- 
tant cause of errors.” » 

From Walter M. Saxton, sealer of weights and 
measures of the city of Lansing, Michigan: 

“We find that 60% of the scales condemned for 
inaccuracy are working against the interests of the 
merchants.” 

M. M. Emerick of the State of Illinois weights 
and measures department suggests: 

“... assign some capable person to check scales 
for cleanliness and performance regularly” . . . to 
cut down on weighing mistakes. 

In summary, you should keep in mind the fact 
that you have a big financial investment in the 
value of the goods that pass over your scales. 
Correct weighing not only protects the public, it 
protects you. The weights and measures inspector 
who comes in your store twice a year to check 
your scales is doing you a favor, annoying as his 
visit may sometimes seem. He can easily be keep- 
ing you from giving away a lot of your profits via 
an incorrect weighing device. 

Become “scale conscious”—and make sure your 
help does, too. It can pay big dividends! 
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The MANUFACTURING CONFECTIONER’S 


Candy 
Clinic 





The Candy Clinic is conducted by one of the most ex- 
perienced superintendents in the candy industry. Some 
samples represent a bona-fide purchase in the retail 
market. Other samples have been submitted by manv- 
facturers desiring this impartial criticism of their candies, 
thus availing themselves of this valuable service to our 
subscribers. Any one of these samples may be yours. 
This series of frank criticisms on well-known branded 
candies, together with the practical “prescriptions” of 
our clinical expert, are exclusive features of The MANU- 
FACTURING CONFECTIONER. 


Summer Candies 


Code 8C9 
Assorted Mints 
14 ozs.—$1.85 


(Purchased in a retail candy shop, 
San Francisco, Calif.) 
Appearance of Package: Good 
Container: Long oblong shaped box, one 
layer type. White glazed paper top 
printed in gold and green. Cellulose 
wrapper. 
Appearance of Box on Opening: Good 
Number of Pieces: 
Dark Coated: 9 
Light Coated: 9 
Marshmallow Gums: 2 
Chocolate Caramel Coated Marshmal- 
low & Jelly: 2 
Cellulose Wrapped Caramels: 2 
Green Foil Wrapped Chocolate 
Creams: 4 
Squares: 5 
Assortment: Fair 
Remarks: Quality of all candies was 
very good, except for the cream cen- 
ters. All cream centers, including the 
peppermint cream squares, were leak- 
ing. These pieces were not crushed 
but were leaking very bad. Suggest 


cream centers’ formula be checked up 
as something is wrong. Very highly 
priced at $1.85 for 14 ozs. 


Code 8H9 
Assorted Cellulose Wrapped 
Hard Candies 
% Ilb.—39¢ 


(Purchased in a department store, 
Los Angeles, Calif.) 

Appearance of Package: Good 

Container: White folding box printed in 
red, green, blue and gold. Imprint 
of hard candies in colors. 

Pieces: Pieces had an apple butter jelly 
center and were wrapped in printed 
cellulose. 

Colors: Good 

Gloss: None; many pieces were part- 
ly grained 

Texture: Fair 

Flavors: Poor 

Remarks: Suggest flavors be checked 
up as they are not up to the standard 
used in the U.S.A. 





Candy Clinic Schedule For the Year 


JANUARY—Holiday Packages; Hard Candies 
FEBRUARY—Chewy Candies; Caramels; Brittles 
MARCH-—Assorted Chocolates up to $1.15 
APRIL—$1.20 and up Chocolates; Chocolate Bars 
MAY—Easter Candies; Cordial Cherries 


JUNE—Marshmallows; Fudge 
AUGUST—Summer Candies 


SEPTEMBER—Uncoated & Summer Coated Bars 
OCTOBER-Salted Nuts; Gums & Jellies 

NOVEMBER—Panned Goods; 1¢ Pieces 

DECEMBER-—Best Packages and Items of Each Type Considered 


During the Year. 
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Code SE9 
Assorted Chocolates 
1 Ib.—$1.50 


(Purchased in a department store, 
San Francisco, Calif.) 
Appearance of Package: See remarks. 
Container: Oblong box, one layer type. 
White paper top, foil seal printed in 
dark brown, gold and blue. Cellulose 
wrapper. 
Appearance of Box on Opening: Good 
Number of Pieces: 
Light Coated: 6 
Dark Coated: 11 
Nut Nougatines-Cellulose 
Wrappers: 4 
Bon Bons: 13 
Chocolate Coatings: 
Colors: Good 
Gloss: Good 
Strings: Fair 
Taste: Good 
Dark Coated Centers: 
Honeycomb Chips: Good 
Coconut Cream: Fair 
Buttercreams: Good 
Pink Cream: Could not identify flavor 
Nut Cream: Good 
Light Coated Centers: 
Vanilla Cream: Good 
Vanilla Caramel: Good 
Buttercreams: Good 
Nut Cream: Good 
Bon Bons: 
Coating: 
Colors: Good 
Gloss: None 
Strings: Poor 
Centers: Good 
Cellulose Wrapped Nougat: 
Colors: Good 
Texture: Good 
Flavors: Good 
Assortment: Good for a summer assort- 
ment 
Remarks: Very cheap box for this priced 
candy. While candy is good, it is not 
up to the standard of other $1.50 
the pound assortments we have ex- 
mined. 





Code 819 
Summer Candies 


1 Ib.—$2.15 


(Purchased in a department store, 
San Francisco, Calif.) 
Appearance of Package: Good 
Container: Long oblong shaped box, ex- 
tension top and bottom. Gold foil top. 
Name embossed in white. Cellulose 
wrapper. 
Appearance of Box on Opening: Good 
Number of Pieces: 
Bon Bons: 22 
Milk Chocolate Coated: 8 
Dark Chocolate Coated: 5 
Chocolate Coatings: 
Colors: Good 
Gloss: Good 
Strings: Good 
Taste: Good 
Bon Bons: 
Coating: Good 
Gloss: Very little 
Strings: Good 
Centers: Good 
Dark Coated Centers: 
Marshmallow: Good 
Buttercream: Good 
Nut Caramel: Good 
Milk Chocolate Coated Centers: 
Almond Clusters: Good 
Chocolate Cream: Good 
Coconut Paste: Good 
Brazil Nut: Good 
Buttercrunch: Good 
Buttercream: Good 


W/E. th Oth hy) tle Year 


OF MAKING 
FOR 


FINER CANDIES 


foote c. Jenks 


Y~aCR BON, MICHIGAN 





FINER 


Assortment: Good 
Remarks: Chocolates are very good but 


bon bons are highly priced at $2.15 ° 


the pound. Suggest some nut centers 
for the bon bons, also a good nut 
nougat, butterscotch, fruit jelly to im- 
prove the bon bon assortment. 


Code 8A9 
Summer Assortment 


1 Ib.—$1.30 


(Purchased in a retail candy shop, 
San Francisco, Calif.) 
Appearance of Package: Good 
Container: Long, oblong box, one layer 


type. Embossed white paper top, 
name and crest embossed in gold, 
red and blue. Outside white paper 


wrapper, gold seals on ends. 
Appearance of Box on Opening: Good 
Assorted Unwrapped Caramels: Good 
Fudge Pecan Slices: Good 
Bon Bons: 

Coating: Good 

Colors: Good 

Gloss: None 

Strings: Good 

Centers: Good 
Assorted Jumbar nougatines: Wax pa- 

per wrappers: Good 
Nut Butter Crunch: Good 
Coffee Toffee: Assorted 

wrappers: Good 
Assortment: Good for summer candies. 


colored foil 


Remarks: The best summer assortment 
at this price we have examined this 
year. Very good quality and work. 
manship. Neatly packed. 


Code 8G9 
Assorted Cellulose Wrapped 
Hard Candies 
1 Ib.—85¢ 


(Purchased in a department store, 
Los Angeles, Calif.) 

Sold in Bulk: 

Candies: All pieces are 
printed cellulose. 
Colors: Good 
Gloss: Fair 
Stripes: Good 
Texture: Good 
Flavors: See remarks 

Remarks: Well made hard candies. Fla- 
vors were good except for the butter. 
scotch piece which had a very strong 
rancid taste. 


wrapped in 





All subscribers are entitled to 
send samples of their candy to 
the Candy Clinic for analysis and 
report. Address duplicate samples, 
with approximate retail price, to 
The Candy Clinic, c/o The Manu- 
facturing Confectioner, 418 N. Aus- 
tin Blvd., Oak Park, Illinois. 














| speed makes the difference! 


CARAMELS 


FLAVORS 


Write for 
detailed 
brochure. 
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CUT and WRAPPED 
EVERY MINUTE 






















WITH 


IDEAL 
HI-SPEED 


WRAPPING 
MACHINE 


You can depend on 
Ideal to do the job 
faster, at less cost, with 
maximum efficiency. 
That’s why Ideal Spe- 
cial Caramel Wrap- 
ping Equipment is 
the preferred equip- 
ment .. . and it saves 
personnel—two opera- 
tors are all that are 
required for this auto- ; 
matic machine. 


IDEAL WRAPPING MACHINE COMPANY 


DLETOWN 


NEW YORK 
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Code 8F9 
Butter Mints 
1 Ib.—$1.40 


(Purchased in a department store, 
Los Angeles, Calif.) 
Appearance of Package: Good 
Container: Large square folding box 
printed in green, white and gold. Im- 
print of mints in colors. Round tin 
box, friction top printed in green, 
white and gold. 
Appearance of Tin on Opening: Good 
Mints: 
Colors: Good 
Texture: Good 
Flavor: Good 
Remarks: One of the best butter mints 
we have examined this year but high- 
ly priced at $1.40 the pound. 


Code 8D9 
Home Made Candies 
14 ozs.—$1.50 


(Purchased in a department store, 
San Francisco, Calif.) 
Appearance of Package: Fair 
Container: Oblong box, one layer type. 
Top printed in red, blue and white. 
Imprint of girl in colors. Cellulose 
wrapper. 
Appearance of Box on Opening: Good 
Number of Pieces: 
Bon Bons: 8 
Cellulose Wrapped Nougats: 2 
Cellulose Wrapped Caramels: 6 
Kernel Paste Strawberry: 1 
Gum Drop: 1 
Fruit Slices: 2 
Chocolate Coated Cream Peppermints 
Rolled in Nonpareils: 2 
Large Piece of Nut Butter Crunch 
in Gold Foil: 
Fudge Pecan Slices in Green Foil: 
Assortment: Good for a summer assort- 


ment 

arks: Top of box is not up to the 
standard of other boxes we have ex- 
amined in this price field. Suggest 
some type of a summer scene. All 
pieces were well made and good eat- 
ing. 


Code 8B9 
Assorted Fruit Jellies 
10 ozs.—$1.10 


(Purchased in a department store, 
San Francisco, Calif.) 

Appearance of Package: Fair 

Container: Oblong green printed tray, 
acetate top, foil seal printed in gold 
and green. Tied with green grass 
ribbon. 

Jellies: Jellies are in the shapés of fruits. 
Colors: Good 
Texture: Good 
Flavors: Good 
Finish: Good 

Remarks: Suggest a number of divid- 
ers be used to keep jellies in place. 
Package made a poor appearance be- 
cause jellies were all in a heap at 
one end of the tray. Highly priced 
at $1.10 for 10 ozs. 
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SAVAGE LATEST FIRE MIXER 


MODEL S-48 


Thermostatic Gas Control—Variable Speed 








a oo 


se 


The Savage Latest Fire Mixer, Model S-48, is Streamlined and Sanitary and has 


many new features and conveniences: 


Automatic Temperature Control 

Variable Speed from 30 to 60 RPM 

Break-back within floor space 32” x 48” 

Aluminum Base and Body Castings 

Atmospheric Gas Furnace with Stainless shell 
Removable Agitator, single or double action 
Stainless Cream Can and Stainless Drip Pan 

Copper Kettle 24” diameter 12/2” deep or 16” deep 


You can save labor and obtain uniform batches by setting the thermostat for 
degree cook desired. It cooks and mixes batches of caramel, peanut brittle, 


peanut candies, fudge, nougat, gum work, and with double action agitator is 
ideal for coconut candies and heavy batches. 


Your inquiry invited 


SAVAGE BROTHERS COMPANY 


2638 Gladys Ave. Chicago 12, Ill. 








the “12” line 
imitation 
concentrated 
CANDY 
FLAVORS 


Thirty-two 

wholesome flavors... 
from Apple through 
Walnut ...a solid line of 
good taste and aroma. 
Choose and use 

with confidence... 
Strawberry * Peach ° Tutti 
Fruitti * Walnut * Grape 
* Raspberry * Cherry and 
other flavorful favorites 


...and when 
if comes to 


Chocolate 
flavoring, 





try PURE VANILLA 
CONCENTRATE 10X 
*PLANIFOLINE 10X 


*PROTOVANOL "C” 


(coumarin replacement) 
*CHOCOLATONE 
olf created to improve, enhance and 
sell your finished chocolate products i 


* artificial flavor 


LABORATORIES, INC. 
EXECUTIVE OFFICES: 


O00 VAN NEST AVE. + (BOX12) «© WEW YORK 62, N.Y. 
CHICAGO 6 + LOS ANGELES 21 


BOSTON «+ CINCINNATI « DETROIT 
NEW ORLEANS « ST. LOUIS « SAN FRANCISCO + DALLAS 


Flor Labs. (Canada Lid.) + Montreal » Toronto + Vancouver + Winnipe; 
Agis. & Dist. in Mexico: Drogueria & Farmacia Mex. S. A., Mexico |, D. F. 


Seles Offices in Principal Foreign Countries 














First lake colors certified 


for use in or on food 


BY SAMUEL ZUCKERMAN, Ph.D. 
Vice President, Technical Director Color Division 
H. Kohnstamm & Co., Inc. 


On May 13 of this year the Food and Drug 
Administration granted approval to a_ proposal 
which, in effect, made possible what may prove 
to be one of the most significant advances in the 
past fifty years of color technology. 

The proposal requested a change in the color 
certification regulations applying to the lakes of 
the FD&C colors in order to permit certification 
for their use in or on all foods. Prior to this action, 
the only pigments approved for use in foods were 
NF Titanium Dioxide, Purified Carbon Black and 
NF Carmine. 

Now for the first time, synthetic organic pig- 
ments will also be available, offering a wide range 
of color choice for users. These food color lakes, 
in accordance with the new F.D.A. regulations 
are made by extending on a substratum of alumina, 
a salt prepared from one of the certified water 
soluble straight colors by combining such color 
with the basic radical aluminum or calcium. 

Applications for the food lake colors will be 
found in many areas. Food packaging, food proc- 
essing, protective coating, high polymer, paper, 
printing ink, plastics and many other industries 
falling within the definition of “in or on food” 
will now have a more extended choice of colors 
available. Odorless and tasteless, lake colors will 
not bleed out and offer greater resistance to oxi- 
dation and light. 


Food packaging materials 


The water soluble FD&C colors could not be 
used in high polymers such as polyethylene and 
polystyrene because Of their low color value in | 
non-aqueous systems and their bad bleed in con- 
tact with water systems. Unti now this industry 
was handicapped by the ww cace of certifiable 
pigments. The lake colors can be used satisfac- 
torily offering the same degree of safety and pro- 
tection to the food supply that the water soluble 
FD&C colors offer. 


Chewing gum 


Lake colors will be of particular interest to chew- | 
ing gum manufacturers. The colors will not bleed 
and hence will not stain the mouth, gum or teeth 
and the color of the gum will remain the same 
while chewing. 


Confectionery products 


New multicolor confectionery novelties will be 
possible since these colors will not bleed into one 
another as do the water soluble colors. Designs 
or slogans can be printed on the product. Coat- 
ings for ice cream, candy or bakery products are 
items on which lakes can be used. 
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For 


your finest 
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Ambrosia food of the gods 
Coatings are your assurance of the 
final touch of quality for your 


finest candies. Choose from Milks, 
Vanillas, Bitter Sweets, or me LL prs 
Fondant Chocolate Coatings. 


For samples and more information write to: 
AMBROSIA CHOCOLATE COMPANY 
Milwaukee 3, Wisconsin 


Manufacturers of fine chocolate and cocoa since 1894 











For cream centers and — 
fondants, fountain syrups, 
ice cream and pectin jellies. 


apple + apricot - blackberry - boysenberry 
cherry « currant + grape « loganberry + peach 
prune + pineapple + raspberry - strawberry 


i 


DOGEN LINE 


The Dogen Line is a group of genuine fruit extracts processed from the finest selected fruits in 
season by means of specially designed equipment. No added colors or flavors are used. Substantially 
free of pectin, they contain approximately 15% alcohol and are freely soluble in water and syrup. 
Blend well with the Dosix Line when added strength is required. 


DOSIX LINE 


True fruit flavors, reinforced with other natural ingredients for added strength. No synthetic 
materials are used. Pectin has been removed. Wide application. 


OUR 160th YEAR OF SERVICE . 
Write for copy of 


DODGE & OLCOTT, INC. FLAVOR CATALOG 


180 Varick Street, New York 14, N.Y. 
Sales Offices in Principal Cities 
Essential Oils Aromatic Chemicals Perfume Bases Flavor Bases Dry Soluble Seasonings 
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CALENDAR 


August 18; Chicago Candy Production Club, golf out- 
ing, Elmhurst Country Club, Elmhurst, Illinois. 


August 27-28; Badger Candy Club, 10th Annual Fall 
Candy Carnival, Astor Hotel, Milwaukee, Wisc. 


August 29; Southwestern Candy Salesmen’s Club, 
luncheon meeting, Sammy’s Oak Lawn Restaurant, 
Dallas, Texas 


Aug. 30-Sept. 2; Boston Candy Show, Hotel Statler- 
Hilton, Boston, Mass. 


September 2; New England Retail Confectioners’ Assn., 
meeting, Red Coach Grill, Boston, Mass. 


September 8; Chicago section, AACT, 6:30 p.m., Dania 
Club, 1651 N. Kedzie Avenue, Chicago. 


September 10; Northern California Section, AACT. 


September 12; Carolina Confectionery Salesmens’ Club, 
luncheon meeting, S & W Cafeteria, Charlotte, 
N.C. 


September 12; Kansas City Candy Club, luncheon 
meeting, Town House Hotel, Kansas City, Kansas. 


September 20-23; Philadelphia National Candy Show, 
Benjamin Franklin Hotel, Philadelphia, Pa. 
September 21; Confectionery Salesmens’ Club of Phil- 


adelphia, 1:30 P.M. meeting, 2601 Parkway, Phil- 
adelphia, Pa. 


October 3-8; International Bakers’ & Confectioners’ 
Union, 45th exhibition, London, England. 


October 31-November 3; National Automatic Merchan- 
dising Association, convention and exhibition, Navy 
Pier, Chicago, IIl. 

November 2-5; Air-Conditioning and Refrigeration In- 
dustry, 11th Exposition, Atlantic City, New Jersey. 

November 3-5; Canadian National Packaging Expo- 
sition, Toronto. 

November 8-12; National Association Concessionaires, 
convention and trade show, Hotel Sherman, Chi- 
cago, Ill. 

November 17-20; Packaging Machinery Manufacturers 
Institute Show of 1959, New York Coliseum. 


December 10 & 11; WCSA, convention and annual 
meeting, LaSalle Hotel, Chicago. 


1960 


January 17-21; Philadelphia National Candy Show, 
Benjamin Franklin Hotel, Philadelphia, Pa. 

March 9-11; Western Candy Conference, Claremont 
Hotel, Berkeley, Calif. 

April 27-29; PMCA, 14th annual production conference, 
Franklin & Marshall College, Lancaster, Pa. 

April 20-27; Interpack, 2nd international packaging 
exhibition, Dusseldorf, Germany. 

June 5-9; National Confectioners Association, 77th an- 
nual convention, Philadelphia, Pennsylvania. 

June 9-12; New York Candy Club & Metropolitan 
Candy Brokers Assn., 5th annual candy show, Trade 
Show Building, New York City. 








CARVER 
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& hewn bet © a ee 


J S\N ebetees DESIGNED with Experience 


STANDARD THROUGHOUT THE WORLD 


Every major 
advancement in 
the design of 
Cocoa Presses 
enw, (fas a CARVER 
mmmeee| patent behind it. 


fe 


CONSTRUCTED with Precision 
SERVICED World-Wide 


FRED S. CARVER INC. 


There ié 8 variety of sizes of Carver Cocoa Presses to HYDRAULIC EQUIPMENT 


meet every requirement. We solicit your inquiries. 


RIVER & CHATHAM RDS., SUMMIT, N. J. 


in Europe: HERMANN BAUERMEISTER GMBH 
HAMBURG-ALTONA, GERMANY 
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Goldenberg Candy Company has 
re-designed the package for their 
Parti-Pak carton of Peanut Chews. 
The new package, a plain carton 
with a full color rotogravure cello- 
phane wrapper, features a repro- 
duction of the Peanut Chews bar to 
facilitate consumer recognition. The 
wrapper also shows a dish con- 
taining Peanut Chews and a single 
piece cut in half to show the nut 
filled interior. The company cred- 
its this new wrapper with a signifi- 
cant sales increase for this product. 
Distribution is in the eastern half 
of the United States. 


Curtiss Candy Company is using 


a display stand printed in red and’ 


black on white board to stimulate 
impulse sales of candy bars in 
supermarkets. The top of the dis- 
play forms a two-tier shelf which 
can accommodate large quantities 
of various kinds of candy. 


Mason, Au & Magenheimer has 
put its Chocolate Mints, Black Crows, 
Dots and Berries into family size 
boxes for supermarket selling. The 
cellophane overwraps are four col- 
or rotogravure printed and for 
brand identification the word Mason 
is printed in red on each box. 
Mounds of the candy contained in 
each box are printed in full color 
on the cover. The reverse side of 
the package shows a photograph 


of the plant and one-color line draws 
ings of other Mason candies. 


King Candy Company is us 
this corrugated display stand 
their Air-Spun Candies in d 
stores. The twisted look of the q 
play is in keeping with the “sp 
product image. The stand is pr 
ed in blue and pink on bleac 
white board. 














Makers a Fine (hocolate oink rcs 


NS CHOCOLATE COMPANY, INC. 
Buffalo 7, New York 


155 Great Arrow Avenue e 


Branches and Warehouse Stocks in... BOSTON, NEW YORK, CHICAGO, LOS ANGELES, OAKLAND, SALT LAKE CITY, SEATTLE 
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WE SPECIFY VISQUEEN ‘Q’ FILM BECAUSE ITS SUPERIOR 
DUALITY GIVES US BETTER AUTOMATIC PACKAGING AT LESS COST” 


If your own packaging needs are similar to those of Lewis Candies, this report 
will probably help you hold the line on costs. 








ctioner 


*‘We’ve found that VISQUEEN film is far 
more uniform in thickness; has greater 
stiffness and body than ordinary poly- 
ethylene. This higher quality gives us 
better machinability. Higher machine 
speed with less breakage, less downtime, 
get more production per man hour. And 
because VISQUEEN film is more uniform, 
it is naturally stronger than other films. 
Bag breakage in shipment or in stores no 
longer is a serious problem. These sub- 


PLASTICS DIVISION 


information request tag 


Ys Quew 


Trade Mark 
clip this tag MC8 
attach to letterhead, mail. 


for August 1959 — 41 


stantial savings have enabled us to give 
our customers a better package—at the 
same time holding the line on packaging 


costs.” 
John Didio 
Vice-President and Purchasing Agent 
Edgar P. Lewis & Son, Inc. 


WRITE NOW FOR INFORMATION 
ON HOW VISQUEEN FILM CAN 
HELP YOU HOLD THE LINE ON 
PACKAGING COSTS 


VISKING COMPANY Division of Corporation, 
6733 West 65th Street, Chicago 38, Illinois 


In Canada: VISKING COMPANY DIVISION OF UNION CARBIDE CANADA 
LIMITED, Lindsay, Ontario. 

VISKING, VISQUEEN and UNION CARBIDE are registered trademarks 

of Union Carbide Corporation, 








—— 


WILL BUY... 


Any kind of inedible cocoa 
residues, such as cocoa shells, 
cocoa dust, expeller cake, 
powder, coating, liquor, butter, 
or any fat-containing material. 












(ESTABLISHED 1873) 


pcdiward Dickerson, 


1400 SOUTH PENN SQUARE, PHILADELPHIA 2, PA. 
PHONE: LOcust 4-5600; TELETYPE PH109 
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| STANcase 


EQUIPMENT 


STAINLESS STEEL 
DRUMS 
MODEL 30--30 GAL. 
MODEL 55--55 GAL. 


(Covers available) 


ECONOMY 
EQUIPMENT 
RUGGEDLY CONSTRUCTED FOR LIFE TIME WEAR. 
FULLY APPROVED BY HEALTH AUTHORITIES. 

Manufactured by 


The Standard Casing Co., Inc. 


121 Spring St., New York 12, N.Y 






















Gold Medal Candy Company has 
brought out their six pack container 
of Bonomo’s Turkish Taffy with a 
polymer coated cellophane over- 
wrap for maximum durability and 
moisture protection. 





James O. Welch Company is mer- 
chandising its chocolate covered 










“Favorites” to supermarkets in 4 
one-pound box with a distinctivg 
rotogravure printed overwrap. B 
and white printing on a laminatiq 
of special white paper and tiss 
give the overwrap a rich appea 
ance. The quality feeling is carrid 
through with the use of the crow# 
topped shield, which is Welch 
trademark, as the prominent d 
sign on the top of the box. 







Schrafft’s has introduced two su 
mer assortments featuring paste 
coatings. “Warm Weather Favorites 
is a one pound box with a drawi 
of “Candy” Schrafft on the cove 
“Summer Sweet” is a 13 oz. pad 
age containing 34 pieces. 





















FUZZ BELONGS ON PEACHES 


cnoTIN YOUR propucrt) 


If you’re troubled with partitions, layerboards, dividers or bar boats that “shed” 
and you’re wondering who knows how to solve your problems — call MURNANE. 
Whether you call it ‘lint’, “dust” or “fuzz” makes little difference. Whether you 
call MURNANE or not — does. 


THE LEADING SUPPLIER OF BASE CARDS TO THE CANDY INDUSTRY FOR OVER 30 YEARS. 


MURNANE PAPER COMPAN 


1510 N. KOSTNER AVE., CHICAGO, ILL. 
CApitol 7-5030 









lf your product stains or sticks to your cards and you want something better — 
call MURNANE. We specialize in greaseproof and “Non-Stick” coatings on only 
the best grades of paperboard. 
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NEWSMAKERS 


Wallace G. Brindise, formerly Chicago district man- 
ager of R. D. Webb & Co., Inc., has been made 
general sales manager of the company. Benjamin J. 
Jarvis, formerly vice president of sales, has been 
appointed vice president in charge of production at 
the company’s Linden, New Jersey plant. 


Dr. Thomas J. Schoch, supervisor of basic starch 
chemistry at the Corn Products Company’s research 
laboratories, Argo, Illinois, received the Saare Medal 
for outstanding achievement in the field of starch 
research at the 1959 Starch Congress held recently 
in Detmold, Germany. 


The Nestle Company has broken ground for the 
construction of a five million dollar chocolate plant in 
Salinas, California. The four story plant, which will 
occupy four acres of a 30-acre site, will be completed 
next year. Plans call for the plant to manufacture 
chocolate for distribution in the area west of the 
Rockies. 


George V. Branigan, vice president of Ungerer & 
Company, has returned from a business trip around 
the world. During the trip he contacted agents, sup- 
pliers and customers in many countries and gained 
a Ds deal of knowledge of business conditions 
and supply situations throughout the world. 


Great Western Sugar Company has opened a bulk 
sugar depot in the Chicago area to service customers 
with bulk dry and liquid sugar. The facility will 
also make invert syrup for delivery. 

Two of the first customers of this facility were 
Sperry Candy Company in Milwaukee and Goelitz 
Confectionery Company of North Chicago. 


Food Enterprises, Inc., Rye, New York, has an- 
nounced the formation of a confectionery division. 
Tony MacCarthy, manager of the division, states that 
the company will represent Smith Brothers, Necco, 
Wrigley and Kemp. 


Clinton Corn Processing has appointed Robert H. 
Boegel, former Middle Atlantic States sales manager, 
to the post of assistant sales manager, primary prod- 
ucts. 


L. E. Doxsie has been named manager of A. E. 
Staley Manufacturing Company’s corn division. Mr. 
Doxsie, who was formerly assistant manager of the 
corn division, will have charge of the company’s sales 
of industrial starches, dextrins, syrups and chemical 
products. 


George Liebel has been appointed manager of Fel- 
ton Chemical Company’s Canadian division. Mr, Liebel 
joined Felton in 1944. 


The European Packaging Federation will hold its 
1960 Congress in Dusseldorf on April 21 and 22 to 
coincide with the Interpack show. 


Arthur T. Safford has been named divisional vice 
president for marketing of the packaging division of 
Olin Mathieson Chemical Corporation. 


We inadvertently left out the listings of two ac- 
counts represented in the United States by Amaco, 
Inc., 2601 W. Peterson Avenue, Chicago 45, Illinois 
from our last issue. These are Cox’s Bristol chocolate 
refiners and wrapping machines by Auto Wrapper 
(Norwich) Ltd. 


John P. Bolas has been promoted from senior sales 
representative, Chicago branch, A. E. Staley Mfg. Co., 
to assistant manager of the company’s Philadelphia 
branch. Robert E. Smith will be moved from the 
Boston office to succeed Bolas. John W. Lusk, Jr. 
will move from industrial sales in Philadelphia to Sta- 
ley’s Boston office. 











ALWAYS AT YOUR SERVICE 





in Cocoa Since 1899 


EMIL PICK CO. 


COCOA BROKERS 


NEW YORK, N. Y. 
BOwling Green 9-8994 


80 WALL ST. 





COCOA BEANS — COCOA BUTTER 
Cocoa and Chocolate Products 
































An Instant and Continuous Fondant Machine 


Will Bring Your Fondant Dep't. Up To Date 
The MASTER Model will produce 1000 pounds per hour of SUPER SMOOTH 


PURE WHITE—CREAMY FONDANT 


at the LOWEST Investment & LABOR Cost. 





CONFECTION MACHINE SALES CO. 
407 S. DEARBORN ST., Chicago 5, Ill. 


Please send information on the Master Model and the new “400” model, to 
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There’s profit in pops 
when you use the Latini 


Conservatively, 100 boxes per hour* 
of 120 count 


A second Latini unit can be operated 


by the same person 


*based on a 50-minute hour 


Latini Die Pop Machine 
with Wrapping Attachment 











225 Pops formed and wrapped per minute. 
No handling between forming and wrapping. 
Eliminates breakage and labor. 








THE HOFFMAN CLUSTER MACHINE 


e Handles all free-flowing nuts. 
e 2 more clusters per row. 
e All stainless steel construction. 





HOHBERGER BALL MACHINE 











Only one operator required to produce up to 1,200 Ibs. per 
hour. 
You can produce: 
Balls—clear, pulled or honeycombed filled—9/16” to 
diameter. 
Sunbeam Starlights, stripes brought down to center without 
expensive inlay. 
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The Latini Sander 


Guorenteed to properly sand the 
full ovtput of Mogul. Enlarged 
steaming chamber. Non-corrosive 


BERKS MIXER 


Only Berks can handle sugar 
metals wherever steam and sugar direct from cooker. 


meet. 


152 West 42 Street John S§ heffman, Iuc. New York 36, N.Y. 
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M.F.P. STICK-MASTER 


(Patent Pending) 


Integrated Sizer & Twister with electronic speed control. 
Flexible — Diameters for 44" to 142’; length from 4” to 16”. 
Productive — up to 1500 inches per minute. 

Sanitary — Stainless steel finish — Candy always in sight. 
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7 he basic principle of a wire cut machine is 
that it will slice through a product with a minimum 
displacement of the material. This is of importance 
in only that type of material that is set with a 
strong crystal structure, as this material will shatter 
or crack when cut with any type of knife. 

The simple type of wire cut machine illustrated 
here uses a frame of aluminum angles, to which 
the wires are fastened so that they can be drawn 
up tight in a fixed pattern. It is not adjustable, 
so that one machine for each size desired must 
be made. 

One inch aluminum angles are formed into a U 
shape, measuring three inches wider on the inside 
than the size of the slab to be cut. The corners 
are reinforced with riveted pieces. Another angle 
is fastened across the open end of the U and riveted 
to the ends of the U. Holes are drilled in both 
sides of the U. These holes are centered on the 
dimensions of the finished pieces, i.e. if the pieces 
are to be cut into one inch squares, the holes are 
drilled on one inch centers. 

Ring bolts are put through the holes and held 
by the nuts. Banjo wire is used as the cutting wire 
and it is strung from opposite bolts, and twisted 
back on itself to hold. The bolts are then drawn 
up tight. 

The base is made on a wood base with built 
up ends high enough to clear the bottom of the 
U. Aluminum slats are cut at least three inches 
longer than the slab to be cut, and 1/16 inch 
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How to make a wire cut machine 





narrower than the width of the cut, i.e., when 
cutting a slab ten inches square into one inch 
squares, the slats would be at least thirteen inches 
long, and 15/16 inch wide. They should be at 
least 1/8 inch thick to withstand the pressure of 
the cut. 

When assembling the machine, place the bottom 
of the strung U inside the base and slip the alumi- 
num slats between the wires. Slide the U to one 
end of the frame, so that the slats fit loosely be- 
tween the wires. Then drive a small nail on the 
outside edge of the two outside slats to keep them 
from spreading. Do not fasten each slat. Then do 
the same on the other end of the base. 

Next place an angle aluminum over the end of 
the slats to keep them from rising, but built up 
slightly higher than the slats so that it does not 
touch them. Do this on each end. Finally, place 
a narrow wood block against one of these angles 
resting on the slats and fasten to the angle. Make 
saw cuts in this block in line with the wires of the 
U. 

In operation, place the slab onto the slats, against 
the end with the wood block, with the wire cut 
frame at the other end. Draw the frame through 
the candy at an angle, forcing it through in such 
a manner that the candy is both pressed down and 
toward the end, The wires will pass completely 
through the slab and into the saw cuts in the wood 
block. The resulting strips are then turned and 
cut the other way into squares. 











OUR QUALITY & PRICES 


COMPARE <9) 
HG 


BEFORE YOU BUY YOUR 1960 
DELUXE 


EASTER GRASS 


Shredded CELLOPHANE @ Waxed TISSU 


Immediate Delivery 


american industries co., inc. 
Dept. M 67 Vaughan St., Boston 21, Mass. 








Sugar research at ML.T. 


Sugar Research Foundation has scheduled a 
project on sugar’s role in candy to be undertaken 
at the Massachusetts Institute of Technology. 

This project is the first that the Foundation has 
undertaken for candy. The object of the project is 
stated to be “to search for sugar’s proper role in 
confectionery. Based on past research of this or- 
ganization, the work will probably deal with the 
consumer acceptance of candies, as affected by the in 
action and interaction of sugar with various flavors 


and textures of candies. c NI 
Clifford F. Clay dies vt 

















ALL ABOUT CANDY AND 
CHOCOLATE 
is the only general reference work now 
published in your field. 


Every person who is connected with the 
confectionery industry should have a 
copy of this book in his library. 


Order your copy now — only $4.50 





National Confectioners Association 
36 South Wabash Avenue, Chicago 3, Ill. 
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Clifford F. Clay, consultant to manufacturers, 
died July 25th. Internationally known for his know]- 
edge of candy and chocolate technology, Mr. Clay 
worked throughout Europe and the United States. 
He entered the candy industry in 1912 in the U.S. 
serving with several companies until 1924. In that 
year he went to England, introducing American 
manufacturing methods. He acted as consultant 
during this period until his return in 1946. He was, 
technical director of Stephen F. Whitman until his 
retirement in 1955. 











Savage of Schrafft dead 


Edgar H. Savage, 72, vice president of W. F. 
Schrafft and Sons until 1958, died July 2nd in 
Medford, Massachusetts. Mr. Savage had been 
purchasing agent for the company for over 50 
years. 





















Expositions in NYC and London 


The 45th International Bakers’ and Confection- 
ers Exhibition will open on October 3rd at Olym- 
pia, London and continue through October 8th. 
Displays will be set up from Spain, Austria, Nor- 
way, Japan, Switzerland and many other countries. 

Leading firms in the dairy and food field will 
be exhibiting December 26 through January 3, 
1960 at the Dairy and Food Exposition at the 
New York Coliseum. This is the first show of this, 
type to be held in the New York market area. “% 











| Hema Batch Roller with Latini Machine 


John Sheffman, Inc. T. C. Weygandt Co. 


An Automatic Batch Roller $1875. — 
duty paid — f.o.b. Pier, New York, N.Y. 
Main drive in oil 

Operative from either side 

Reversing rollers 

Up to 110 lb. batches 

Manual elevation 


representatives: 


152 W. 42nd St., N.Y. 36, N.Y. 165 Duane St., N.Y. 13, N.Y. 
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Each machine 
is the 


LEADER 


in its field of operation! 


LL NEW * HEAVY DUTY 





























mation: + 


A completely new concept 
of high speed, precision, 
unprecedented 

economy of 

operation! 


auto 


--, Patented 
Production 


. WAGGERED ROW” 
POSITING SYSTEM National Equipment has been proved by the 


only real test... years of tested and proven 
dependability in “candy plants all over the world, 
where the demand for top efficiency and top 
quality is a must. 





These candy manufacturers will tell you, “You'll 
save money in the future and increase profits 
when you buy National Equipment NOW!” 


WRI NOW IS THE TIME TO BUY! 
aot WAMPIONALIL 


I meen request QUIPMENT CORPORATION 


Service 153-157 Crosby Street 167 North May Street 
ioner New York 12, New York Chicago, Illinois 
CAnal 6-5333-4-5-6 SEely 3-7845 





New 
Products 


A chocolate coating machine with 
built in automatic tempering equip- 
ment has been developed. The tem- 
pering equipment continuously de- 
stroys the temper in a portion of 
the flow from the enrober band, 
mixes this portion with the tempered 
portion, and continuously feeds this 
coating in a uniform condition of 





temper to the machine. In this man- 
ner, the coating flowing to the enrob- 
er curtain is always uniformly tem- 
pered, regardless of the flow of goods 
through the enrober. Even during 
breaks, this continuous tempering sys- 
tem maintains a constant degree and 
amount of temper in the coating. 
This machine is made in England 
by Baker Perkins, Ltd. 

For further information writes Ja- 
bez Burns & Sons, Inc., 600 11th 
Avenue, New York 36, N. Y. 


A new candy cup catalog is avail- 
able for the asking. Included are sizes 
and packing for the four general can- 
dy cup shapes plus a complete foil 
cup line. Special papers and sizes are 
also indicated. This catalog can be 
used as a guide in making up assort- 
ment boxes. 

For further information write: 
Twombly Company, Dept. D, 156 
Oak Street, Newton Upper Falls, 64, 
Mass. 


Light aerated centers of both bars 
and other candy pieces are available 
as samples with processing formulas 
and procedure. These centers are of 
a wide variety of textures and shape. 
Of particular emphasis is that type of 










bar center than can be extruded read 
for coating. 

For a box of sample candies a 
formulas write: Lenderink & G 
Westerkade 20, Schiedam, Holland. 








weight checking system whi 
reaches speeds up to 275 units p 
minute has been developed. Conti 
uous motion weighing and rejecti 
coupled with resistance to water a 
dust make the unit suited to exis 
production lines. No change-over 
required for package size chang# 
A consistant accuracy of 1/25 a 
has been reported for this model, 

For further information write: 
lumitronic Engineering, 680 E. 
lor Avenue, Sunnyvale, Calif. 















(Here's that “Extra 
Something ’ You've 
“> Been Looking for 


TO IMPROVE CHOCOLATE FLAVOR 


MIL-LAIT- 


3) ENZYME MODIFIED WHOLE MILK POWDER 


Adds “Sell” — because All America Loves It 


Millions of dollars in chocolate sales have proved the 
taste that America likes best a rich, distinctive milk 
flavor MIL-LAIT gives you this much sought after flavor 
with the additional advantages of flavor control and 
excellent shelf life Only a small amount of MIL-LAIT, 
replacing part of your regular milk powder, will produce 
the characteristic flavor which has become the success 
mark of large manufacturer 











Direct Service and Technical Assistance 





» 











Confectionery Brokers 


G & Z BROKERAGE HERBERT M. SMITH 
COMPANY 318 Palmer Drive 

New Mexico—Arizona El Paso NO. SYRACUSE, NEW YOR 
County Texas Terr.: New York State 

P. O. Box 227 ALBUQUERQUE 

N. Mex. 
Personal service to 183 jobbers, 
super-markets and department 
stores. Backed by 26 years experi- 
ence in the confectionery field. We 
call on every account personally 
every six weeks. Candy is our busi- 
ness. 

















SAMUEL SMITH 

2500 Patterson Ave. Phone 2238) 
Manufacturers’ Representativ '| 
WINSTON-SALEM 4, N. CA 


Terr.: Virginia, N. Caroli 
S. Carolina 








FRANK Z. SMITH, LTD | 
Manufacturers Sales Agents | 
1500 Active Distributors [ 
Box 24, Camp Taylor 
LOUISVILLE 13, KENTUCKY 
Kentucky, Tennessee and 
Indiana 


LIBERMAN SALES 
COMPANY 
324 Joshua Green Bldg. 
1425 Fourth Ave. 
SEATTLE 1, WASHINGTON Terr. : 
I. Liberman Cliff Liberman 
Terr.: Wash., Ore., Mont., Ida., 
Nevada, Utah 





FELIX D. BRIGHT & SO} 
Candy Specialties 
P. O. Box 177--Phone 
ALpine 6-3988 h 
NASHVILLE 2, TENNESSEE 
Terr.: Kentucky, Tennessee, 
Alabama 





HARRY N. NELSON CO. 


646 Folsom Street 
SAN FRANCISCO 7, CALIF. 
Established 1906 
Eleven Western States 





Terr.: 


IRVING S. ZAMORE 
2608 Belmar Place 
Swissvale, 
PITTSBURGH 18, PA. 
Confectionery Broker Representing 
Manufacturing Snes 





RALPH W. UNGER 
923 East 3rd St. 
Phone: Mu. 4495 
LOS ANGELES 13, CALIFORNIA 


: ince 1925 
Terr.: Calif., Ariz., N. Mex., Territory: Pennsylvania excludij 
Wert Texas & Nevada Philadelphia. 
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model, ay Pack your candy Easter eggs in genuine egg cartons 

write: x f Ag ° and watch sales jump out of the bulk class. You’ll 
E. se 7. \a -% e get better acceptance . . . bigger volume . . . sweet- 


er profits per dozen when you pack in regular 
or miniature Self-Locking Super Cushion Cartons. 


} ¢ gee = * 2 
v7 S cn’ a Stock or special designs, samples and prices available 


on request. Write, wire or phone. 
MITH 
o DIAMOND GARDNER CORPORATION 


i Ses : rer 
V YOR ; Molded-Packaging Division e 585 E. Illinois St., Chicago 11, Ilinois 
State : - 
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Complete mechanization 
available for volume users. 
Leased equipment with re- 
turn privileges; write direct. 
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MACHINERY FOR SALE 








FOR SALE 


Bonus Cluster Machine 

Model S # 3 Savage Fire Mixers. 

20 gal. & 50 gal. Model F-6 Savage 
Tilting 
Mixers, copper kettle. 

200 Ib. Savage Oval Top Marshmal- 
low Beaters. 

Cut-Rol Cream Center Machines. 

Triumph Candy Depositor 

Bostonian Friend Hand Roll Machine 

50” two cylinder Werner Beater. 

1000 Ib. Werner Syrup Cooler. 

150 Ib. to 500 Ib. Chocolate Melters 

24” and 32” N.E. Enrobers. 

Simplex Gas Vacuum Cooker. 

Simplex Steam Vacuum Cooker. 

Savage Cream Vacuum Cooker. 

600 Ib. Continuous Vacuum Cooker. 

Form 3 Hildreth Pullers. 

6’ and 7’ York Batch Rollers. 

National Model AB Steel Mogul. 

National Wood Starch Buck. 

Bausman Twin Disc Refiner Unit. 

Ball and Dayton Cream Beaters. 

100 gal. Copper Mixing Kettle with 
Double Action Agitator. 

Hudson Sharp Wrapper Model 
2W6-179 

350 Ib. cap. Resco chocolate melt- 
ing and tempering kettle. 

Savage and Racine Caramel Cutters 

We guarantee completely rebuilt. 


SAVAGE BROS. CO. 
2636 Gladys Ave. Chicago 12, IIl. 














For sale: Simplex gas-fired vacuum cook- 

er; 3 ft., 4 ft., 5 ft. cream beaters; 
50 to 300 Ib. chocolate melters; gas 
stoves; cut roll cream center machines; 
pulling machines; York batch rollers; 
steam jacketed agitating kettles; water 
cooled slabs; marbles; Hobart & Reed 
vertical beaters; copper kettles; guillotine 
caramel cutting machine and other items. 
You will find it worth while to check our 
prices first. S. Z. Candy Machinery Co., 
1140 N. American St., Philadelphia, Pa. 





Late-type instant fondant machine; PB 

Lynch Wrapper with eye, magazine 
feed; 500-lb. Greer chocolate kettle; 
Simplex steam cooker. Box 8591, The 
MANUFACTURING CONFECTIONER. 





Wrap-Ade pop wrapper; Carle & Mon- 

tanari 4-stage sizer; Simplex gas fire 
cooker; Racine EP sucker machine. Box 
8592, The MANUFACTURING CON- 
FECTIONER. 





Hohberger continuous cooker (2000 Ibs/ 

hour); Hansella 4-stage sizer; Racine 
stick machine; Wrap-Ade wrapper; Hays- 
sen 7-17 wrapper. Box 8593, The MAN- 
UFACTURING CONFECTIONER. 





Werner twin cream beater with motor; 


Triangle triple-spout bag weigher; 
Bausman quadruple chocolate grinding 
and mixing unit; Hayssen 5-9 wrapper. 
Box 8594, The MANUFACTURING 
CONFECTIONER. 





Reddington Cartoning 
Machine 
with wax liner 
Up to 150 boxes per 
minute 
Box 8595, 
The MANUFACTURING 
CONFECTIONER 











If you can use this equipment, make an 

offer to Tropical Candy Co., 1435 
Dorr Street, Toledo, Ohio. One 4 ft. 
cream beater with 3 HP. 3 ph. motor. 
One 2 ft. cream beater, one starch print- 
er, one force draft gas stove. 10 copper 
kettles, 20” to 24”. One 50 gallon copper 
steam kettle, one 20 Century adjustment 
cutter, 2 lump cutters. Fruit drop frame 
with rollers One 500 Ib. National choco- 
late melting kettle belt drive with clutch. 





SITUATION WANTED 











Plant General Manager. Mature execu- 

tive, wide experience all phases con- 
fectionery operation; university back- 
ground; salary $20,000. Box 8597, The 
MANUFACTURING CONFECTIONER. 


Will consider move if offer is right. 10 

years in candy industry. 4 years as 
production supervisor. Experience in- 
cludes nut roasting, making peanut but- 
ter mix, coconut candies, hard candy 
cooking, tempering and molding of 
chocolate and confectioners’ coatings. 
Box 7597, The MANUFACTURING 
CONFECTIONER. 


Experienced candy maker open for posi- 

tion. Can manage large or small shop. 
Box 8598, The MANUFACTURING 
CONFECTIONER. 











HELP WANTED 








Experienced salesman wanted for 
Chicago and Mid-west area for a s 
plier of raw materials. Acquaintar 
ship with the candy manufacturers 
bakeries of this area extremely help 
High potential earnings for the ri 
man. Our organization knows of this 
All replies held confidential. Box 75 
The MANUFACTURING CONFEC} 
TIONER. ¥ 


Wanted: a practical candy maker witht! 

experience in manufacture of hard) 
candies, creams, marshmallow work and: 
who understands machinery and how tq! 
handle it for best result. In replying: 
state all pertinent facts. Box 8596, The 
MANUFACTURING CONFECTIONER,) 








Experienced foreman candymaker, ha 

and chewy type centers, caramels, wat 
fers, hand rolled creams, cast creams 
enrober. Write C. W. Craig’s, Inc., # 
E. Washington St., Indianapolis, Indiana} 








Enrober man, thoroughly experience’ 
take full charge of enrober room. Mi 
have experience with miniatures. Reply! 


to: A. Baumgarten, Barricini, Inc. 22-4 
4lst Ave., Long Island City, New Yor en 


MISCELLANEOUS 
























To correct any impression that I ha 
retired, I wish to state that I hav 
only severed my connection with 
Meister Company, Chicago, Illinois, wit 
whom I have been associated the 
23 years. Intend to remain in the cand 
business and am interested in any g 
candy lines available for Chicago “an 
Northern Illinois. Les Netterstrom, 331 
N. New England Ave., Chicago 34, I] ° 
linois. KIldare 5-810. - a equipt 





Young ambitious candymaker age 19 

with complete, good, special schooling 
in the manufacture of cream, fondant, 
gum work and nut rolls wants position 
in the U.S. Knows how to handle mogul, 
coating and tempering machines and fon- 
dant production. Also has good knowl- 
edge of chocolate production. Please ad- 
dress inquiries to: Christian Petzold, (13a) 
Mainbernhein u. Kitzinger Main Nu 17, 
bie Hans Popp, Germany. 


Esq. available to take charge of chew- 

ing gum base department and general 
candy pan line. To this I will add that 
I have my own formula for synthetic 
chichly gum base which took me five 
years of research work. Also I will go 
in foreign countries to teach all this. 
Box 1286, The MANUFACTURING 
CONFECTIONER. 















WIRE FORMS: 
RACKS and DISPLAYS 


— — Made to your specifications 
LOW PRICES: Write " 


FASFORM WIRE DIVISION 
6171 Carnegie Ave. @ Cleveland 3, Ohio . 
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COCOA CAKE 
COCOA POWDER 


COCOA BUTTER 
Buy or Sell 
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=a! kage Machinery Co. Model DF-1 Bar Wrappers with Card- 1—Hudson Sharp Campbell Model 2W6 Bar 





@ Roll Feeds and Electric Eyes. Wrapper with Straight Infeed and Electric Eye. 4—Lynch Model RA Wrap-0-Matic Bar 
Wrappers with Right Angle Infeeds, 
Cardboard Roll Feeds and Electric Eyes. 












Special Offering 


OR SALE PIECEMEAL 


Highly Desirable aS ait 


Enrober complete with Feeding Table, 


CANDY MACHINERY gaara 
and EQUIPMENT fi 


secured from 


2 Well Known Plants eae type AB Steel 
on East and West Coasts | 















Equipment 





‘1mificed Very Low | INSPECTION INVITED 
with For Quick 





the past ah . : f 

he cad Removal y Prompt Deliveries 
For Your 

equipment was Fall Production 





1—Racine Depositor, No. 534, Size 11%, 
with 32” metal belt and 60 ft. Cooling 
Tunnel. For Stars, Wafers, etc. 


















? operation until Requirements poo cca sterr-- “4 
ently and is still 
up in oriainal position | ADDITIONAL EQUIPMENT AVAILABLE 
wee (1 P g P eran | 2_-Forgrove High Speed Model 22B Twist End Wrappers. | 
ipment was well maintained | Hardly used. Practically new. | 
os d is in first class condition. | 2—Worthington Grant 6 ft. diameter huge Revolving | 
ese offerings are subject to prior sale. Pe ll | ene ee get OO 
Mart Now For Choice Selection! $00. Che Mater. | ihm nen Comet Fomine 
a 3 —--J 1-Miller Model MPU-17 Portable Wrapper. [ 
R | 1—Holmberg Copper Steam Kettle, 29” diameter x 20” | 
deep, with Agitator and motor. i 
. LOM SN (COoIwf 1—Flowmaster Model A200 Peanut Butter Homogenizer. ' 
sbuilt 7 oP om oop om ame ee oe ae om oe ee ee ~ 
Machinery aa CONFECTIONERY MACHINERY CO., INC. 
Po Ny 318-322 Lafayette St 167 North May St Wits, with. or poms rye 
= . afaye ; ° y St. : 
dinieal New York 12, N. Y. Chicago, Illinois for complete details and 
a: Canal 6-5333-4-5-6 Seely 3-78.45 











INDEX 


Advertisements of suppliers are a vital part of the industrial publication’s service to 
its readers. The following firms are serving the readers of The Manufacturing Confec- 
tioner by placing their advertisements on its pages. The messages of these suppliers 
are certainly a part of the literature of the industry. Advertising space in The Manu- 
facturing Confectioner is available only to firms supplying equipment, materials, and 


services for the use of confectionery manufacturers. 


Allied Chemical & Die Corp. 
National Aniline Division 
Ambrosia Chocolate Co. 


...June ’ 


American Maize-Products Co. ..June "55 
Anheuser-Busch, Inc. ......... July ’59 
Aromanilla Co. Inc., The ...... July ’59 
Walter Baker Div. General Foods 

PS Oe Pe PE Peres Pere June (59 
Basic Industries, Inc. ........ June ’59 
SO ee 16 
Blommer Chocolate Co. ...... June ‘59 
Blumenthal Bros. Chocolate Co. .... 8 
Bradshaw-Praeger & Co. ...... July ’59 
Brazil Nut Advertising Ass’n...Apr. °59 
Burke Products Co. .......... July ’59 
California Almond Growers Exchange 6 
W. A. Cleary Corp. .......... June 59 
Clinton Corn Processing Co. ...July ’59 
Cocoline Chocolate Co. ....... June ‘59 
Core Prodatis Seles ........:..... 18 
Dairyland Food Laboratories Inc. ... 48 


PRODUCTION MACHINERY AND EQUIPMENT 


Aasted Chocolate Machine Co. .July 


Acme Coppersmithing Co. .....July 
Amaco, Incorporated ......... July 
ire. e's wk sch mi July 
Hans Bruhn & Co. ........... July 
PE PIED no avn cvccccees July 
Burns, Jabez & Sons, Inc. ..... July 
Burrell Belting Co. ........... July 
Comtet: Industties. 2.20.26 600% July 
Carle & Montanari, Inc. ....... July 


Cincinnati Aluminum Mould Co. July * 


Confection Machine Sales Co. ...... 


59 
59 
59 


x 2 2 


RAW MATERIALS 


en re 38 
Durkee Famous Foods ............ 17 
Felton Chemical Company Inc. .... | 2 
Food Materials Corp. ......... July ’59 
Florasynth Laboratories, Inc. ...... 36 
ow eee 34 
Fritzsche Brothers, Inc. ........... 14 
Gunther Products, Inc. ....... July °59 
Hooton Chocolate Co. ........ June ‘59 
Hubinger Company .......... June ‘59 
International Foodcraft : 
NS OLE OT OT OTS July °59 
Kohnstamm, H., Company, Inc. .... 20 
Lenderink & Co. N. V. ............ 12 
Mansfield Chocolate Co. ....... July °59 
Merckens Chocolate Company Inc. . 40 
Nestle Company, Inc., The ........ 9 
The Nulomoline Div. American 
NG | ae ah ree eee ge July °59 


Crescent Metal Products, Inc. ..July *59 
J. Alan Goddard Limited ..... July *59 
Greer, J. W., Company ....... June 759 
Otto Haensel Machine Co. ....July ’59 
Hansella Machine Corp. .......... 10 
Lehmann, J. M., Co., Inc. ..... July ’59 
Rr I I es ke acc ca ees July ’59 
MIE GI nk occ wed cheese 15 
Molded Fiber Glass Tray ...... July °59 
National Equipment Corp. ........ 47 
tS. a rr July *59 
IE Ss nike das eee eek Fics June ’59 












STARA toe Pe 0 


‘ 
Re eee nr 43 
Refined Syrups & Sugars, Inc. ..July ‘59 


fe TS ee rere July °59 


Senneff-Herr Company 
Shulton Fine Chemicals, 


Standards Brands, Inc. E 
Stamnes, Win. F., Ca... ses... July & 
Sterwin Chemicals, Inc. ........... ee 
SE GUN os Ch dK ss cussed 7 
Sun-Ripe Cocoanut Corp. ...... July ’ 


van Ameringen-Haebler, a division 
of International Flavors and 
Fragrances, Inc. y 

Verona-Pharma Chemical Corp. July ’ 





Warner Jenkinson Mfg. Co. ... . July Bree. 
Western Condensing Co. ...... July 
Wilbur Chocolate Co., Inc. ... .July 
a CR eres June 
Wood & Selick Cocoanut Co. . .July 
Woodward & Dickerson, Inc. ....42 
Wm. Zinsser & Company ...... July 





Racine Confectioners’ 


0 Sea rear July HEN J! 
I MR AR, goo c's 0 Gk s'e'sie ace eel Bb 
es RE. cw acc aie 44 fy —or 
Standard Casing Co., Inc. The roduct 
Stenting, Chas. H., Co. ....... July 
Thouet Maschinenbau-Aachen. .Feb. ’59) Use on 
Triumph Manufacturing Co. ...July S%ornia Cc 
Union Confectionery Machinery 

A MNOS oc 2s Verdes ids oe eee 51 Made | 


Vacuum Candy Machinery Co. .July SQ@Arizona | 
Voss Belting & Specialty Co. ...July ’ 
Wearever Aluminum Utensils ...... ho kno 


PACKAGING SUPPLIES AND EQUIPMENT 


American Industries Co., Inc. ...... 46 
American Viscose .............. 12-13 
Amsco Packaging Machinery 

A do facta a ade eile haw kk acy he Dec. °58 
Cooper Paper Box Corporation. .Oct. ’58 
H. S. Crocker Corp. ..........May ’59 
Diamond Gardner Corp. .......... 49 
E. I. du Pont de Nemours & Co. ... 19 


Federal Paper Board Co. ..... Sept. 
Hayssen Manufacturing Co. ...Feb. 
Hudson-Sharp Machine Co. ...July 
Ideal Wrapping Machine 

REE cy ci Peon eum he enae ke 
ae eee er error e June 


Murnane Paper Co. 





58 
59 
59 
34 
59 
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Rhinelander Paper Company ...July ’5$ 
Round Tubes & Cores Co. ....June 99 
Stevens Candy Kitchens ...... June 3 
Supermatic Packaging Corp. ....... 24 
Sweetnam, George H., Co. ........ | Distribute 
James Thompson & Co. ....... July “5@ 16 Ni 
Visking Company... 05. 66 sek 

for Au 
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on 
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HEN JUST AN OUNCE OR TWO of lemon oil can glo- 
ify —or ruin—a hundred-pound batch of your 
»roduct, why gamble? 

Use only Exchange Brand Lemon Oil, U.S.P., Cali- 


y fornia Cold-pressed. 


. 51) Made exclusively from their own California and 


ioner 


5% rizona lemons by the Sunkist Growers — the people 


4who know citrus best — Exchange Lemon Oil is care- 


c oi ot 
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e) YOU 
1 DEPEND 


EXCHANGE 
LEMON OIL 


always pure 
absolutely uniform 
authentic U.S.P. oil 



















fully cold-pressed, skillfully bulk-blended for 
matchless uniformity. 

Sunkist Growers pack and seal every container — 
from the 7-pound tin to the 395-pound drum—in 
their own plant, and guarantee every drop to be pure 
U.S.P. quality oil — unadulterated, unsophisticated. 
Always look for the word “Exchange” on the tamper- 
proof container seal. 





Sunkist Growers 


yy PRODUCTS SALES DEPARTMENT * ONTARIO, CALIFORNIA 


; ‘Distributed in the U.S. by: Dodge & Olcott, Inc., 180 Varick Street, New York 14, N.Y. / Fritzsche Brothers, Inc., 
76 Ninth Avenue, New York 11, N.Y. / Ungerer & Company, 161 Avenue of the Americas, New York 13, N.Y. 





SHULTON NUVAN Creates a full range of vanilla effects 
... ata much lower cost than vanillin. Nuvan is a 


standardized mixture of Shulton Vanitrope® and 


Shulton Vanillin USP . . . offering up to four times the 
flavor strength of vanillin alone* 


* Nuvan 17—4 times the flavor strength of vanillin. 


Both Shulton Vanitrope and Shulton Vanillin ... 
blended in Nuvan under laboratory control . . . have 
been widely accepted—for CHOCOLATE—BAKED 
GOODS -— CANDY — EXTRACTS —ICE CREAM— PUDDINGS. 

Samples and technical bulletins available on request. 


Nuvan 120—2 times the flavor strength of vanillin. 


SHULTON FINE CHEMICALS 


DIVISION OF j 


SHULTON, INC., 630 FIFTH AVE., NEW YORK 20, N.Y., CIRCLE 56-6263" 











